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its Loaded 


with buying power... 
THE INDIANAPOLIS AREA* 


You don't need radar to track your results in Indianapolis . . . the 
area where retail sales are orbiting a healthy 15.9 per cent above 
the national average.} 

And it’s no wonder when you realize that metropolitan Indian- 
apolis ranks 13th among all cities over 650,000 in effective buying 
income per household, and 8th in retail sales per household. 

Get your sales program on the launching pad in this rich 45- 
county area... using The Star and The News... . the media that 
get results. Write for full details. 


Sales Management, Survey of Buying Power, 1959 


*FIRE YOUR SALES MESSAGES AT 
THIS RICH 45-COUNTY TARGET 


Population: 2,152,000 
Income: $3,823 ,053,000 
Retail Sales: $2,466,255,000 
Coverage: 54.9% By 

The Star and The News 


T : equal S TAR isin ethatite 
io NEWS... 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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If you're a pro und proud of it — you get 
éxtra satisfaction out of businesspaper ad- 
vertising. This is your medium for firing- 
line selling. You know you can do a man’s 
work— and get man-sized results—-when you 
get down to business with the kind of men 
you meet . . . in businesspapers. 


Photo by Arnold Newman 


Advertising 
in businesspapers 
means business 


as any advertising man 


who knows his business 
will tell you—because 


men who read 
businesspapers 
mean business 


a@ good businesspaper— an ABC-audited, 
bought-and-paid-for ABP paper 


ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St WV 
201 N. Wells St., Chicago 6, If. + 1004 Netionsl Press Bidg., Wash 4 
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HIGHLIGHTS 
LET'S TAKE THE WRAPS OFF THE NEGRO MARKET! 


Marketers won't talk, for publication, about their 
Negro marketing efforts, but one-tenth of the 
buying public is Negro—with special interests, differ- 
ent buying motivation, and tremendous brand loyalty. 
Are you missing out on this valuable segment of the 
buying public? Page 36 


MANAGEMENT'S FAVORITE BUNGLES—NO. 1 


Certain pet misapprehensions, often based on experi- 
ence—misunderstood—seem to go on and on in man- 
agement, often causing chain reactions of blunders 
Here is the first of a series of ten, explaining these 
costly humbugs, and how to overcome them. Page 33 


WHY WAIT TILL ‘TOO LATE’? 


Sales managers don't have to sit back and let decep 
tive ads, price discrimination, “push money” take over 
an industry! These are not just the province of the 
legal department, or the Government: Today's sales 
execs have the chance—and the responsibility—to take 
action on unfair trade practices before the FTC ax 


falls Page 558 


TARGET—MARGIN OF SUPERIORITY 


Get the customer in on the product at all stages .. . 
stay on top of the competition by leading with new 
features . . . set up sales strategy early—and then, 
start planning your next advance while this one’s 
opening in the market. This is part of GE’s formula 


for superiority. Page 69 
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If you're a heads-up, both-feet-on-the- 
ground kind of man—your company’s in 
an advertising medium worthy of your tal 
ents, in businesspapers. This is the place 
where a man who knows his markets, and 
his marketing, meets the buyers he wants 
.. gets the sales he's after. You know you're 
in business, when you do business with busi- 
nessmen ... through businesspapers. 


, 


Advertising 
in businesspapers 
means business 


as any advertising man 
who knows his business 
will tell you—because 


men who read 
businesspapers 
mean business 


‘oes? 


America’s leading newspapers, 
general magazines and businesspapers 
are all ABC-audited 


ASSOCIATED BUSINESS PUBLICATIONS + 205 £. 42nd St. N.Y. 17 
201 N. Wells St., Chicago 6, 18. + 1004 National Press Bidg , Wash. 4 
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If you're a man with big plans and ideas 
to match—you like the opportunities you 
find in businesspapers to do a spectacular 
selling job in spectacular fashion. This is 
where you get customers you want—and 
results you're after. You know your market 
ing strategies pay off . in businesspapers 


Proto by Arnold Newman 


Advertising 

in businesspapers 
means business 

as any advertising man 


who knows his business 
will tell you—because 


men who read 
businesspapers 
mean business 


now— over 3,000,000 businessmen 
invest more than $16 million a year for 
the purpose of reading ABP papers 


ASSOCIATED BUSINESS PUBLICATIONS + 205 £ 42nd St, WY 17 
20) WN. Wells St, Chicago 6, 1). + 1004 National Press Bide , Wash. 4 
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The Relationship between the 
Advertising Agency 
and Thomas Register 


For our 1960 Annual Edition over 1,600 Agencies cooperated in 
the production of a great majority of the 48,176 advertisements 
that describe the products of the 13,007 industrial manufacturers 
that are advertising in that edition. 


By knowing the buying influence (those responsible for better 
than 80% of the total industrial purchases in the United States) 
these agencies thru professionally prepared product-descriptive 
advertising have insured for their clients an ever increasing flow 
of sales-producing inquiries. 


Because Thomas Register meets ... with the result that more 
all the buying needs of industry, industrial advertisers 
actual product selection is advertise in Thomas Register, 
determined at the Thomas than advertise in all other 


Register level... industrial media combined. 


THOMAS REGISTER 


Industry’s Product-Source Authority 
If your products are not systematically Advertising Medium, which logically re- 
listed and described in T. R. ask to have sults in Thomas Register being Indus- 


a T. R. representative show you why try’s No. 1 source for sales-producing 
Thomas Register is Industry’s No. 1 _ inquiries. 


— @ @> —— tomas PUBLISHING COMPANY « 461 EIGHTH AVENUE * NEW YORK 1, N. Y.-—— 


oe e 
Also publishers of 
Industrial Equipment News 
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The everlasting importance of playing first fiddle 


fashions and fads and trends in advertising. & The advertiser who starts one, has something very 
wn. &® But he who imitates sometimes reminds the buying public of the advertiser who did it in the 

!«& It is an idea which sel the product. & An original, more than a copy. & People buy ideas. 
YOUNG & RUBICAM, Advertising 
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EDITORIALS 


—-— Vs — 


Why Price-Collusion Is Stupid 


When you get caught, then convicted, of price-collusion in 
defiance of the Federal antitrust laws, you and your company 
will be fined, your business reputation besmirched, and as several] 
shocked executives discovered last fall, you may be sentenced to 
prison. (One convicted vice president, the first to be sentenced 
to prison since 1890, committed suicide on the way to prison. 


To be involved in such acts is just plain stupid, both in a 
personal and in a business sense. Recently, General Electric Co 
found some of its officers and other senior executives involved 
in this kind of antitrust violation. The GE officials first denied, and 
then, when confronted with corroborating evidence, admitted 
to their general management that they had been involved 
price-collusion. GE has removed these officials from their officer- 
ships and general managerships, reduced them in rank and pay, 
and put them on probation within the company. Now these execu 
tives can be brought to trial. They have been indicted by a Fed- 
eral grand jury in Philadelphia. Both the officials and the com- 
panies themselves were indicted in the case of GE, Westinghouse 
and Allis-Chalmers. I-T-E and Federal Pacific were indicted as 
companies. These firms are charged with entering rigged and 
collusive bids in sales of heavy electrical equipment to the Gov- 
ernment and private industry. The indictment charges that the 
companies contrived so that their orders would average out in 
this way: GE 39%, Westinghouse 35%, I-T-F 11%, Allis-Chalmers 
8%, and Federal Pacific 7%. Annual sales of equipment involved 
in these indictments exceed $200 million. GE, Westinghouse and 
I1-T-E are included with nine other firms in a second group of 
indictments which charge they rigged prices on $55 million in 
yearly sales of four kinds of equipment. Additional indictments 
for alleged violations of the antitrust laws may be forthcoming. 


Chairman Ralph J. Cordiner of General Electric was the first 
to reveal the duplicity of some of his senior executives. In 
disclosing to members of the GE management conference the 
guilt of a few of their associates, Chairman Cordiner warned 
all of GE’s employees that these acts not only were violations 
of the Federal antitrust laws, but also violated the company’s 
“Directive Policy on the Compliance by the Company and Its 
Employees with the Antitrust Laws,” 
four times since its adoption in 1946. 


which has been issued 


A year ago all companies might have been inclined to await 
an indictment and conviction before removing guilty employees. 
Governors and mayors often fire employees before indictment 
or conviction, when they get into trouble that embarrasses the 
administration. Others, including Presidents, have left trouble- 
causing officials in office until they can kick them out quietly. 


However, the fixed TV quiz, the dise jockey payola, and the 
phony ad claims have produced a climate in which business 
is likely to bare its troubles in public, and promptly. It is one 


He may be 
looking 


for your 


product... 


IEN is read for only one reason — 
product information. 
Every month— 

¢ 77,017 men 

* in more than 40,000 plants 

* in all of the 452 

manufacturing industries 

read IEN from cover to cover 
searching for products to solve 
their problems 
What better place could there be 
for your product advertising .. . 
and what better timing? Your ads 
in IEN are right at the “point of 
purchase”. . . not just with the 
industries you normally sell but 
throughout all industry . . . where 
new markets are developing almost 
daily. 
And the cost is surprisingly low... 
under $200. For despite a recent 
circulation increase, IEN has not 
raised its rates. Write for our nine- 
section Media Data File. It’s yours 
for the asking. 


good for selling 
... because it’s 


used for 


buying! 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Avenue, New York, N. Y. 


Thomas Publishing Company 


Sales Management March 4, 1960 


“Where the Future 
is Born” 


Water tank on a Minnesota hill- 
side? No. This dome-shaped object 
at Elk River is an atomic power 
plant—one of the first in the nation 
to provide electricity for homes and 
industry. It is just one of the many 
new developments now broadening 
the economic horizon of the Upper 
Midwest —-Minnesota, North and 
South Dakota and western Wiscon- 
sin—-whose five million people are 
looking forward to an exciting to 
morrow in this land where the future 
is born 

Born not only with reactors, but 
also with plastic balloons which 
carry men to record heights to gain 
vital information on the problems 
of space radiation... 

Born in awesome arrays of pre- 
cision electronic devices which direct 
men and missiles in the defense of 
our nation 


The story of these exciting devel 


ew Pe 
oe isre 5 pe te 
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650,000 SUNDAY 


March 4, 


opments is told in a brand new 26- 
minute motion picture, ‘“‘Where the 
Future is Born,’ produced by the 
Minneapolis Star and Tribune. 


Looking for a new or bigger mar 
ket? ... for a place to locate a new 
plant or branch office? . . . for the 
place to launch a new enterprise? 
Consider well the future of the 
Upper Midwest where science and 
imagination are coupled with an un 
usual abundance of natural and 
human resources to create tomor- 
row’s new economic developments, 
tomorrow’s products, tomorrow's 
sales. 

Consider also the quickest, most 
resultful way to tap this high-poten- 
tial Upper Midwest market: through 
advertising in the pages of the Min 
neapolis Star and Tribune, news- 
papers which have won the regular 
readership and responsive regard of 
the entire 314 -state area. 


Minneapolis 
Star and Tribune 


EVENING 


MORNING and SUNDAY 


515,000 DAILY 
JOHN COWLES, President 


1960 


..@ new color-sound 
motion picture 
produced by the 
Minneapolis Star 
and Tribune 


26-minute story of 
the Upper Midwest 
market is now avail- 
able to business 
organizations for 
showing. 


Address request 
on letterhead to 
Wm. A. Cordingley, 
National Adv. Mgr., 


Room 102, 
Minneapolis Star 
and Tribune, Minne- 
apolis 15, Minn. Give 
3 alternate dates. 


way to retain the public’s confidence and it may help stave off 
new regulations. 


Chairman Cordiner went beyond stating the obvious that 
violation of the Law is bad for the country, bad for the company, 
and particularly bad for the employees involved. “Even if this 
were not a matter of law and business ethics,” Cordiner declared, 
“sound business judgment would argue against actions that re- 
strict competition. 


“In the past 13 years, the board of directors has authorized, 
based on your requests,” continued Cordiner, “the expenditure 
of some $1,648,000,000 for facilities, equipment and laboratories 
to make General Electric Co. the most modern innovator in the 
electrical manufacturing industry. 


“If you considered this issue of compliance with the antitrust 
laws only on the basis of business opportunities, there is nothing, 
in my opinion, that is less intelligent than an attempt to have 
price restrictions with your competitors who do not have these 
modern facilities or this company’s organization or public ac- 
ceptance on which to sell company values to customers. 


“Every company and every industry—yes, and every country 
—that is operated on a basis of cartel systems is liquidating its 
present strength and future opportunities,” concluded Cordiner. 


Whether or not the indicted officials did indeed violate the 
Federal antitrust laws will be decided in due course. The admis 
sions by GE and the indictment of so many well known companies 
should cause every company to review its formal, and informal 
practices 


Being a Salesman Is a ‘Bad Thing’ 


We've just read an ad published by a British ad agency to 
solicit accounts of American firms operating in England. Our 
British friends report that a survey shows that 94% of women 
and 67% of men at three British universities believe that, socially 
speaking, being a salesman is a Bad Thing 


Some people in the U.S. believe the same thing 


The adverse attitude toward selling surely is not as bad among 
American college students as it is in England. True, the situa- 
tion is far from perfect. 


Numerous American companies, particularly the big corpo- 
rations recruiting engineers for sales positions, have done much 
to educate college students on the role of selling in our economy. 
Relatively few consumer products companies have done as 
much. One exception is Vick Products Division, Vick Chemical 
Co., which has just issued an effective brochure describing the 
Vick summer sales program for career development. The booklet 
introduces students to the career possibilities in sales manage- 
ment, advertising, merchandising, sales promotion, and market 
research. Hand this booklet to a student, let him study it. Even 
though the student does not elect selling as a career, we doubt 
that he would conclude that being a salesman is a Bad Thing. 


IN CIRCULATION 


a measure of 
the publication you 
to SELL the 


PLUMBING- 
HEATING- 
COOLING 
INDUSTRY... 


You face a selection among publications 
in the plumbing-heating-cooling field . . 

almost a score complex the issue. You 
want the most for your money. You want 
to be sure of readership for your adver- 
tising. You try to measure various values 
of all publications in depth. And among 
the most important of these is circulation 


Here quality and quantity meet face to 
face. In every publication but one, you 
play a hide-and-seek game to discover 
just who is likely to read your ads. All 
claim to go to the contractors who buy 
your products, which means as many as 
15 free publications mailed monthly to 
these buyers. Now, you tell us who reads 
15 magazines all dealing with the same 
subject! 


When you've sifted facts, weighed their 
relative values, you find your most im- 
portant customers paying to read one 
magazine, DOMESTIC ENGINEERING. 
This exclusive in-DEpth value, in-DEpth 
influence, is what makes DOMESTIC 
ENGINEERING the first media choice of 
more manufacturers than any other pub 
lication in its field. 


CONSULT YOUR ADVERTISING AGENCY 


DOMESTIC = &. 
ENGINEERING — 


And the Journal of Mochanical Contracting 
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American Home has brought a new look and a new 
TH FY KNOW scope to home service. Its new beauty is more than 
mere adornment. It is beauty that inspires action. Here, 
90, is new depth of information... usable, down-to 
; 1 ideas and advice for our 12,000,000 men and 
1 women reader Comp ire the new American Home 
IS NEW with any other mass magazine: ® BUILDING. The new 
American Home shows more homes than any other 
DQ YOU of najor magazine —more merchant-built homes than all 
ee°0 ° other major magazines together. No wonder a greater, 
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CORPORATE CLOSE-UP 


BISSE|| 


Bissell Now Vacs and Scrubs 


Sporting its newly streamlined corporate name of just plain Bissell, 
Inc., the once-hoary carpet sweeper maker (Bissell Carpet Sweeper 
Co.) is now bent on cleaning up the service end of the housewares 
market. Its latest entry into the growing femily of back-ease equip- 
ment for the housewife is a combination vacuum cleaner and floor 
scrubber 


h Depositors It’s hard to imagine the firm that made its living from the me- 
Spot -Stock in chanical carpet sweeper in an electrical age — with what amounted 
to studied aloofness toward the electric vacuum cleaner — as the com- 
pany that is now testing the often murky and turbulent waters of the 
electrical appliance field. “It just happened that way,” says William 
Rose, marketing v-p. “We had no special urge to get into the electrical 


appliance field. But, we saw a market for this type of service equip- 
THE AMERICAN CHAIN ment, and vou have to have electricity for a vacuum.” 
OF WAREHOUSES, INC. 


With a newly opened plant at Grand Rapids, Mich., Bissell is 
The country’s biggest producers and expecting to squeeze at least two new products a vear into the bulging 
manufacturers recognize ovr 80 chain service closet of the American housewife. “There's a need for well- 
members os a wise public worehouse designed service equipment for the home,” says Rose 
investment. 
Since 1955, research and development has been a regular part of 
the growth plans for the new Bissell. This growth stems from the 
aggressively market-minded management team brought together by 
ds dates. telat aia ole Melville R. Bissell, II, some five vears ago Bissell has set its sights 
on becoming the leader in the housewares field. Research and de 
bers are located in the hub of the 


; aa 3 velopment now represents a cost of about 2% of sales. “We'd like 
commercial districts of 80 major market- wer * 
to make it 5%,” savs Rose 


And it will pay you big dividends to 
look into this proven way of merchan- 


ing creas, convenient to your customers 
via rail or truck. Saving time with credit we 
list reference, low cost, speedy handling, The new Sweep Master and Scrub Master (both powered from a 
modern mechenieed equipment . . . single power unit handle) will be direct competition for the Hoover 
mean increased soles potenticl floor washer (retailing at $80) introduced last summer (SM, Septem- 
ber 18, 1959). The Bissell floor vacuum and scrubber combination 


is designed to sell for just under $60 
Experience in routing out of town ship- 


ments. Contact your nearest chain mem- 
ber TODAY for further facts and figures 
on the highest warehousing standards 


“Our floor scrubber and vacuum has been fully consumer tested 
by a private testing panel that has proved accurate for our other 
products, so we feel certain that we've got another hot item here,” 
says Rose. “From March 1 on, we'll enter one market at a time 
tirst Chicago, then New York. As production increases we'll expand 
through 80 top markets until we have national distribution.” 


from coast to coast 


Write for our FREE MEMBERSHIP DIRECTORY 
which describes the facilities of each member. 


Advertising for the new floor vacuum-scrubber will be largely spot 
wneuenee aga TV with some newspaper 2-color ads tying in dealers, and some de 
sheng theese: 00 Wiens Batons Gd, partment store newspaper ads. There will be a 12-week campaign for 
Chicago, Ill. HArrison 7-3688 each of the 80 markets. This advertising will be separate from the 
regular yearly ad budget. Total advertising for 1960 is expected to 


hit well over $2 million 
EASTERN AREA 


John Terreforte, 250 Park Ave., 


The electric floor cleaner combo will be sold at fair trade prices 
New York, N. Y¥. YUkon 6-7722 


only and handled by Bissell’s regular outlets. Bissell has managed 
to have all its service appliances displayed in one place in department 


AMERICAN CHAIN stores, even though two different buvers usually handle electrical 


and mec hani al housewares 

OF WAREHOUSES, INC. 
A Nationwide System of The new departure for the 84-year-old carpet sweeper company 
vents Cannan is expected to help push sales up to 100% over the '59 figure. Since 
1955, Bissell’s new outlook on marketing life — from one product to 
one after another (in ‘57 the sales-zooming carpet shampooer, in "58 
the successful upholstery shampooer, and in 59 the floor sponge mop) 
has meant a fivefold sales increase. One estimate placed 1958 sales 


at about $10 million (the company does not release figures) and in 
1959 sales were about 50% above 58. 


EVERY LINK A STRONG ONE 
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# 6 perils 


of an advertising 
decision maker 


HE DIDN’T REALIZE HE WAS PAYING FOR A DISINTERESTED, UNWANTED AUDIENCE 
Two heads may be better than one, only if they have the same shopping ideas 
in mind. When you buy mass circulation media, for example, you’re buying 
plenty of prospects, sure— but you’re also paying for a vast, unwanted 
audience not interested in what your client has to sell. Special interest magazines 
prune off this waste and concentrate on interested and preconditioned readers. 


HEARST magazines 


13 keys to the special interests of 13 groups of people «+ « Good Housekeeping 
Popular Mechanics e American Druggist e Town & Country e House Beautiful e Motor e Science Digest 
Motor Boating e Sports Afield e Bride & Home e Harper's Bazaar e New Medical Materia « Cosmopolitan 
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American Motors’ automotive advertising manager has a particular reason for liking spot 
television. Says E. B. Brogan: “Dealer enthusiasm for Rambler’s spot television campaign 
couldn’t be greater. They’ve seen the showroom traffic our commercials produce and many 
dealers have been so impressed they’ve purchased additional schedules of their own.” 
Rambler’s unique, million-dollar campaign concentrates 10- and 60-second announcements 
on Friday nights, carefully aimed at the Saturday upswing in auto sales. Attention-getting 
commercials are scheduled on 125 stations, including CBS Television Spot Sales-represented 


Representing WCBS-TV New York, WBBM-TV Chicago, KMOX-TV St. Louis, WBTV Chariette, KLHOU-TV Houston, WJXT Jacksonville, WBTW Florence, 


.. the way 
spot television sparks 
Rambler 
dealer enthusiasm.” 


WCBS.-TV New York, WJXT Jacksonville, WBBM-TV Chicago, KSL-TV Salt Lake City, 
KHOU-TV Houston, WTOP-TV Washington, WCAU-TV Philadelphia, WBTV Charlotte, 
and KMOX.-TV St. Louis. Result: Rambler demand outstrips the supply. 

You, too, can speed up sales by backing your dealers with advertising they believe in... 
advertising that really works. Our informative booklet, “How Spot Television Builds Dealer 
Enthusiasm,” is crammed with additional case histories...and it’s yours for the asking. Write 
to 485 Madison Avenue, New York 22, main office of CBS TELEVISION SP@®T SALES. 


WCAU.TV Philadelphia, WTOP-TV Washington, KNXT Los Angeles, KSL-TV Salt Lake City, KOIN-TV Portland, and the CBS Television Pacific Network 
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Buying action- 


hallmark of the WGAL-TV 


MULTI-CITY MARKET 


TV Homes Effective Buying Income Retail Sales 
946,863 $6,845,.921,000 $3,.871,587,000 


This one medium reaches, in fact is first 
with viewers in Lancaster, Harrisburg, York 
and many other communities. Its 
prosperous coverage area—America’s 
10th TV Market—offers unusual profit 
opportunities for advertisers, as shown 
by its coverage figures. Look for 
buying action when you advertise on 
vigorous, growing WGAL-TV. 


WGAL-TV . 
Channel & 
Lancaster, Pa. 
NBC and CBS 


STEINMAN STATION 
Clair McCollough, Pres 


Representative: The MEEKER Company, inc. 


New York + Chicago + Los Angeles + San Francisco 
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—-S Vf SIGNIFICANT TRENDS 


The Changing Profile of the People 


Now and again we have cause to refer to one or 
another of the many trends in the size and dis- 
tribution of the population that exert an ever- 
present pressure on the marketing policies of 
business. Now, with one foot in a new decade, 
and Uncle Sam's official enumerators all warmed 
up to start legging from door to door for the 
eighteenth decennial Census, this might be a 
good time to look at some of these trends and 
what they mean to the marketer. 


The new Census will find that more people have 
been added to the population of the U.S. in the 
past ten years than in any other decade in history. 
The simple reason: More people are coming, 
fewer proportionately are going. In 1920 there 
were 1.5 million births, 1.1 million deaths. Not 
content with that slowpoke rate of gain, we man- 
aged to up that to 4.2 million births, and only 1.6 
million deaths by 1958. 


Even though the number of deaths did go up a 
little, the average length of life is considerably 
longer now — 14 years longer than in 1920, in fact. 


The result: big, fast growing bulges at either end 
of the population curve. The over-65 group ac- 
counted for just over 8% vf total population in 
1950; we'll be able to round off the 1960 figure 
at 9%. By the time the figures are in, the under-14 
age group will account for about 30% of popula- 
tion, up from just over a quarter in 1950. 


It is these two bulges that hold the most fascina- 
tion for marketers. Let's look at the younger group 
first. 


By 1965, 40% of the U.S. population will be too 
young to vote. But this group holds great prom- 
ise for marketers, and not just those in the chew- 
ing gum and soda pop fields. Included in this 
group is the age of family formation. The median 
age at which girls marry is a couple of months 


past their twentieth birthday, a year and a half 
earlier than in 1940. Most men fall prey at 22%, 
a full two years younger than they did twenty 
years ago. Just about a quarter of 18-year-old 
girls are married. 


The marketer who wants to tell his product story 
to brides-to-be who are planning their new house- 
holds, today must sell to a teen-age market! Mar- 
keters will make more of a play than ever to the 
high school girl. Look, too, for more retailer 
recognition of this market in big ticket items, 
such as furniture, appliances. Credit buying will 
play a more important role than ever; the need 
for small and middle-size low cost housing units 
is becoming more acute. Earlier marriages, pros- 
perous times will result in even higher birth rates. 


Marketers Will Pay 

But marketers will feel this surging market in 
other ways, particularly through more taxes to 
pay for more Government spending. The 1942-43 
war baby peak that overcrowded elementary 
schools and put high schools on stopgap double 
sessions is now putting the pinch on the colleges. 
The even bigger 1947 postwar baby boom has 
already caused hundreds of costly new elementary 
schools, is now demanding new high schools. This 
group will hit the colleges by 1965. 


The result: immediately, more new high schoo! 
construction, pressure on business for college 
grants. About to happen: more state (and, ulti- 
mately, Federal) aid to institutions of higher 
learning, both public and private. Privately, there 
will be a louder and louder cry for business to 
help support the growing numbers of young mar- 
rieds and poor-but-deserving high school grads 
who want their sheepskins. 


One major trend is being reversed. For some time 
the size of the household has been dwindling, 
because the number of older folks who live with 
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SIGNIFICANT TRENDS 


(continued) 


their children has been dropping faster than new 
babies have been added. But now the signs point 


to a change. 


Now the babies are being born faster than the 
elders are leaving. This takes us to the bulge on 
the other end of the scale. 


Of equal importance with the growth in numbers 
of the senior age group is the fact that more peo- 
ple in this bracket are becoming self-sufficient. 
This tends to establish them as an individual mar- 
ket; they can give more vent to their own tastes 
and buying practices than they could if they were 
living with their children. Then, too, chances are 
that they will continue to migrate in ever increas- 
ing numbers to the traditional “retirement” loca- 
tions, where they are a readily accessible, con- 
centrated market of persons of about the same 


age, resources and family size. 


They're not poor, either. In addition to having 
life insurance, securities to cash in, the oldsters 
are coming into more liberal pensions with every 


passing year. 


Here again, business will have to pick up at least 
part of the tab. Besides the higher pensions, it 
is likely that the next few years will bring a rash 
of new, expensive Federal old-age benefits. More 
liberal Social Security (including a drop in the 
age requirement to 60), more attention to the 
special problems of the aged, and possibly special 
Government housing, will be paid for, at least 
in part, by business. 


The Group in Between 

It’s the group in between the youth and geriatric 
markets (about half the population) that will have 
to keep the wheels turning all up and down the 
line. 


But right now, and for the next few years, there 
will be a relative shortage of workers in the heart 
of the labor force as the babies of the low birth 
rate 30’s and late 20’s move in. Then, before the 
decade is out, the pendulum will swing from 
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famine to feast as the “war babies” begin to as- 
sume a greater share of the burden. 


The result will most likely be an unprecedented 
growth in services. The reasons are fairly simple: 
On one hand, more services are needed to move 
the greater volume and wider variety of mer- 
chandise into the hands of even more consumers; 
on the other hand, when people become richer 
(as they are) and have more leisure time, they 


demand more of transportation, medical, enter- 


tainment, personal, etc., services. 


Some Other Trends 


There are many other trends that will be pointed 
up by the Census: 


e The move to the suburbs continues at a rapid 
pace as families have more money, cities get more 
congested. The shopping center boom is far from 
over. 

e The move away from the farm to jobs in in 
dustry will continue, with the result that the 
farmers who remain will get a thicker slice of 
the farm dollar, which will mean proportionately 
more disposable income. 


e The move west goes on as “slightly higher west 
of the Mississippi” prices are turned into history 
by expanding distribution networks. 


e More women workers mean higher family in- 
comes. Now about 36% of women are in the labor 
force; it'll be up to 39% by the end of the decade, 
as labor saving devices, services, young marriages 
all help unchain Mother from the home. 
Essentially, these changes create a market in 
which virtually half the people are in traditional 
“too young” and “too old” categories. Moreover, 
it is a market in which these groups have new 
importance as consumers. 


Perhaps most important is the fact that most of 
the trends of the 50's will continue well into the 
60's and even beyond. But now they're not just 
little tremors; rather, most have progressed to the 
point where they have become vital. 
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McCall’s... The Most Service 
in home furnishings, in beauty, and in the home appliance area, 
but also the most 


McCall's readers don't usually breakfast in bed. They're more likely 
to be involved with children’s galoshes, jaundry, a fast cup of coffee 
-and a durable dream of someday breakfasting in bed. Which is 
precisely why more and more women are turning, by the millions 
(6,500,000 circulation guaranteed for January, 1961, or earlier), 
to the pages of that useful, and dream-infusing magazine known as 
McCall's. For McCall's regularly carries the most editorial linage 


in the field, the most service linage in the field. In food, in fashion, 


McCall's not only is the most basically helpful. 
beautiful and colorful. It makes the daily routines casier, but it also 
provides the incentive for better living, emotionally, materially. That 
this is the climate for advertising, the setting for sales, is best attested 
to by McCall's own advertising success. 1960 first-quarter figures are 
ahead of 1959 by 30.1% in space; 35.2% in revenue. And the March 
issue is the biggest ever in the magazine's history! 


The Most Beautiful Service 


Sales Management 


March 4, 1960 19 


Second year in a row... 


more lines of 
advertising than 
any other 


magazine 
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“Low cost BLISTER PACKS give us 


an edge in sales’ 


“With Celanese Acetate sheeting,” says Mr. W. George 
Gress, “we get an economical packaging material and an 
economical way of using it. As for package quality — it’s 
excellent! That includes a beautiful view of the product 
and plenty of protection.” 

It’s so easy to mass-produce an attractive package like 
the Gillette hanger card. With Celanese Acetate sheeting 


formed into blister packs, you can make your packaging 


part of the assembly line. Some packaging operations are 


running at rates of 1000 blister packs per minute or more! 


says W. George Gress, Director of Purchasing, 


Gillette Safety Razor Co., Boston, Mass. 


Acetate sheeting gives you a sparkling-clear, semi-rigid 
enclosure that resists aging, keeps your product factory 
fresh, and protects it from damage. It’s a natural sales 
booster . . . a temptation to the impulse buyer. 

Find out how thermoformed Celanese Acetate sheeting 
can help you add sell to your product at a cost you can’t 
aflord to overlook. Write to: Celanese Plastics Company, 
a Division of Celanese Corporation of America, Dept. 
131-C, 744 Broad St., Newark 2, N. J. 
Ca an Affiliate: Canadian ¢ sb Company Limited. Mestrea 
Export Seles: Amcel Co., In i Pan Amecel Co., Inc., 180 M 


acetate...a C P20 nwecac. packaging plastic 


NEW DC-7 
CARGOLINERS 


GIVE 


UNITED AIR FREIGHT 


MORE SPEED, 
MORE CAPACITY 


United Air Lines is rapidly adding big, fast (365 mph) 
DC-7 Cargoliners to its all-freight fleet, to help you 
peed deliveries . serve customers more efficiently 

. reduce distribution costs. And Reserved Air 
Freight (RAF 


ivailable on every flight to give 


you added assurance of on-time delivery. For the 


iltimate in shipping speed, you can choose reliable 


RAF /Jet Freight on United’s DC-8 Jets. And, of 


course, every shipment via United Air Freight 
receives extra care in handling and expediting. So 
wherever, whenever, whatever you ship . . . ship 
best way — United Air Freight. Call any United Sales 
Office or write to United Air Lines, Cargo Sales 


Division, 36 S. Wabash Avenue, Chicago 3, Illinois. 


FLY UNITED AND SHIP UNITED 


condos FOR EXTRA CARE SERVICE 


UNITED 
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Walther H. Feldmann, President of Worthington Corp., in the company’s Research & Development Center, Harrison, N. J., says: 


“Research and Development are necessary 
to our business...so is advertising.” 


“Being a manufacturer of highly engineered prod- them through such media as McGraw-Hill publi- 
ucts, we rely on research and development to cations. 


supply the answers to many complicated prob- “Here we get measurable results. 
lems we must solve in satisfying the needs of our “Our advertising eases the path for our sales 
customers. engineers. Our advertising enhances our company 


“We also rely on business publication adver- image. Our advertising helps to produce direct 
tising to inform present and future customers of sales. 


our advances. We reach a good percentage of “We could not be as successful without it.” 


4 @ _McGre Graw- Hill . 


rwBpPaetGVattiowgkt sz 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 


ks 
* Guaranteed by “ 
‘Good een. 5. 


‘3 e, we 


Nothing Persuades 
Like the Truth! 


Only one advertising medium in all the world 
has an Institute that checks every product, every 
claim in its pages, and backs its analyses with this 


money-back Consumers Guaranty. 


Result: A unique sales climate of integrity 
that has given us 37 consecutive vears of adver- 
tising leadership in our field, accelerating circula- 
tion vitality, and a trusted publication whose pledge 


has sales influence with 40,930,000" women. 


renee) 


Good Housekeeping 


A HEAROT MAGAZINE 
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WT I LETTERS TO THE EDITORS 
cette ETRE NS 
— 


more on less ‘summer slump’ 


Your “Beat the Summer Sales 
Slump” theme did make for an 
unusual Jan. 1 issue and was of 
particular interest to us at Ora 
visual. We have long scoffed at the 
“inevitability” of a hot-weather let 
down each vear, and it was refresh 
ing to see so much space devoted 
to exposing that sinister sales bogey 

As a small company engaged 
solely in the manufacture and direct 
sale of visual aids, we number 
among our customers almost every 
major manufacturer in the country 
In serving such a cross section of 
American industry, our own sales 
activity constitutes an extremely, 
sensitive barometer of the general 
business climate 

For us there never has been a 
“summer slump "and over the past 
two years our sumimet sales have 
even increased to where they al 
most equal those of the ™ ak winter 
months. This can mean only one 
thing that business people don't 
shut up shop on the arrival of warm 
weather 

We commend you on your Janu 
ary theme It will serve to remind 
your readers that there are 12 sell 


ing months in each vear 
G. ] Pipper 
Sale S M mace 


Oy ivisual (lo Inve 
St. Petersburg, Fla 


Reader response to this January I 
issue has been outstanding—enough 
so to warrant SM’s ordering special 
reprints of the editorial material 
available at 50 cents each. Among 
the companies requesting these for 
further circulation of the “Beat the 
Summer Slump” theme are the fol 
lowing 

American Machine & Foundry 
Thatcher Glass Manufacturing 
Southern Union Gas 

Forty-Eight Insulations, Inc 
Stahl-Mever 

Hawlev-Monk 

Binney & Smith 

American Can 

Chicago Molded Products 

Good Housekes pina 

Life 

Rockford (II1L.) Morning Star 
Station WTRF (Wheeling, W. Va 
McHenrv-Derek Advertising 


tax-exemption sanctuary 

The editorial in your Feb. 5 
issue, “Should Any Magazine Be 
‘Supported’?” is timely, straight- 
forward and meaningful. It com- 
mands my respect and gratitude 

Except, I don’t see how vou or 
inyone can “pass over lightly the 
fact that association magazines are 
tax exempt.” 

Here we have a striking demon- 
stration of competitive inequality, 
inequality that adds up to a very 
sizable figure, as every publisher 
knows who doesn’t enjoy this tax 
sanctuary. Association and society 
publications are becoming increas- 
ingly competitive, quantitatively 
and in their publishing method. It’s 
a rather startling fact that over 25% 
of the listings in the January issue 
of Business Publications Rates and 
Data are of tax-exempt publica- 
tions. And all of us know they are 
taking a bigger and bigger slice of 
the pie 

SM and the ABP think alike re- 
specting the competitive system 
We are all for it. But let’s play the 
game by the same rules. That's not 
only a matter of proper arithmetic; 
it's good sportsmanship as well 


W. K. Beard 
President 
The Associated Business Publica 
tions 


New York, N.Y 


for the record... 


Re your statement that Mr 
Thomas [Fred W. Thomas, “The 
Bachelor at Spencer Kellogg,” SM, 
Feb. 5, p. 54] joined Spencer Kel- 
logg five years ago Mr. Thomas 
has many business associates who 
know that he joined the company 
in 1958, and rather than have him 
receive a flood of letters which 
would need explanation, would you 
be good enough to explain in the 
next issue of SM the fact that he 
joined our company in September 
1955 


James Willis 


Director of Advertising and Sales 
Promotion 

Spencer Kellogg and Sons, Inc 

Buffalo, N.Y 


Enjoyed your splendid story of 
our client, Ralston Purina Dog 
Chow. Regret error in article which 
identified Gardner Advertising Co 
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IN THE CATHOLIC 


INSTITUTION MARKET 
ONLY 


Commands readership before... 


during...and after Construction. 
Other publications cover but a 
small part of the total manage- 
ment picture; emphasizing con- 
struction and building, The 
Journal covers construction as 
part of an integrated whole in- 
cluding vital areas of fund-raising, 
planning, purchasing and budget- 
ing—in fact the wide range of 
day-to-day problems facing Cath- 
olic administrators. 
MANAGEMENT IDEAS AND VERIFIED 
READERSHIP MAKE THE DIFFERENCE! 
Catholic Management Journal of- 
fers selected management ideas to 
over 21,000 pastors, and other 
key Catholic administrators five- 
times-a-year . . . during the most 
active specifying and buying sea- 
sons of the year. These readers 
prefer these ideas as verified by 
VAC's Reader Analysis...95.7% 
find the Journal’s editorial con- 
tent useful... 93.5% find it’s ad- 
vertising useful. 
Investigate the pre-selling advan- 
tages of CMJ . . . the only pub- 
lication fully serving this impor- 
tant market. 
Send for a sample copy, VAC audit 
report and complete details. 
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Like a bridge, a business transaction isn’t 
worth much until it’s completed . .. when your 
invoice is paid. After you’ve made the sale and 
the shipment, AMERICAN CREDIT INSURANCE 
helps you finish the job . . . completes your 
profit cycle ... protects your capital investment 
in accounts receivable. 


The one thing that permits deeper market 
penetration is security ... the security of com- 
mercial credit insurance. AMERICAN CREDIT 
INSURANCE facilitates sales progress . . . helps 
you add more new customers, sell more to pre- 
sent customers . . . by elevating lines of credit 
with security and stability. 


Is your credit insurance policy up-to-date? 


Extend your market penetration... your 


profit protection...with American 
Credit Insurance 


Call your insurance agent . . . or our 
local office. Send for informative 
booklet on the sound sales advan- 
tages of modern credit insurance. 
Write AMERICAN CREDIT INDEMNITY 
Company of New York, Dept. 59, 
300 St. Paul Place, Baltimore 2, Md. 
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as a New York agency. Our head- 
quarters are in St. Louis, with 
offices in New York and Holly- 


wood eee 
Alec Burrell 


Public Relations 
Gardner Advertising Co. 
St. Louis, Mo. 


... and past record 


In your publication of July 4, 
1958, it is stated on page 82 [“Ma- 
jor Supers Get Stronger—-So Do 
Their Own Brands”): 

“Colonial, however, says that 
25% of its total volume is now in 
private brands. In five years, pro- 
motion of these brands has been 
stepped up 20%, while advertising 
of national brands increased 10%.” 

It would be appreciated if you 
would advise from whom you re- 
ceived this information as the per- 
centage figure which vou have used 
is erroneous. As a matter of fact, 
the figure should be in the neigh- 
borhood of 14% 


A. C. Edens 


Vice President 
( olonial Stores. Inc 
Atlanta, Ga 


& In moving uptown a vear or so 
ago, we threw out much of our 
“story briefing” material that was 
more than several months old 
Therefore we cannot tell who at 
Colonial gave us these figures 


‘selling ad budgets’ 


Congratulations on a fine, com 
prehensive feature [“How to Sell 
Your Ad Budget to the Board of 
Directors,” SM, Feb. 5]. We would 
appreciate your permission to re 


print it with credit 
Alvin A. Dann 


Director, Public Relations 
Assn. of National Advertisers, In 
New York N Y 


I have read with a great deal of 
interest your article on “Selling the 
Ad Budget " You point out with 
clarity the need for factual evi 
dence behind each recommendation 
in today’s advertising plans, and 
rightly so 

I found this so informative that 


I have given it to our sales staff 
J]. |. Weed 
President 


Weed Television ( orp 
New York, N.Y 


TRYCITE’ 


Now, from The Dobeckmun Division— 


unconverted TRY CITE-—for marketers and 


manufacturers who do their own packaging! 


Available now through Dobeckmun, Trycite, a polystyrene film, product of Dow packaging films research, is now yours to 
use in unconverted form... together with whatever technical assistance you may need...plus expert packaging counsel 
from the acknowledged leader in the field. Keenly priced to be competitive, Trycite possesses unexcellied sparkling 
transparency. Trycite will not become brittle with age, neither will it crack or deteriorate. Trycite does not absorb 
moisture, thereby eliminating distortion. Trycite’s economy, excellent ageing, and dimensional stability make it especially 


suitable for the overwrapping of games, toys, novelties, and paper products of all kinds. If you do your own packaging, 
investigate Trycite — call the source that delivers the service as well as the goods. 


THE DOBECKMUN COMPANY <> 


al 


A Division of The Dow Chemical Company, Cleveland 1, Ohio + Berkeley 10, California - Offices in most principal cities. 


Chemica! Company 


€ 
: 
SA /, VINEYAROS ANO WINERY 
f SARATOGA. CALIFORNIA 
ah : yy CHAMPAGNE VAULTS 


SAN JOBE CALIFORNIA 
N EvyraARO SO 


WINES . CHAMPAGNES . VERMOUTHS . BRANDY 
717 MA@KET STREET 


GAN FRANCISCO S CALIFORNIA 


Ye cel «rt GS, Sa ve be meisice Chicage . « A wh 


PHONE YUKON 2 7545 


ir. Dean B. Lawler 
Advertising Department 
The Wall Street Journal 
15h0 Market Street 

San Francisco, California 


Dear Mr. Lawler: 


The series of ads which we ran in The Wall Street Journal last 
Fall and Winter has proven successful. Not only did we receive 
numerous inquiries from consumers in areas where our wines, 
champagnes and brandy were not readily available at the retail 
level, but we were also able to trace many sales by retailers 
as a direct result of the ad. 


Because of this very satisfactory experience we are pleased to 
state that an order has been placed for another series of ads 
in The Wall Street Journal during our new fiscal year starting 
immediately. 


Sincerely, 
PAUL MASSON VINEYARDS 


a Attia 


Ernest @. Mittelberg 
Director “of Marketing 


. What The Wall Street Journal reader 
learns to favor, others everywhere 
will yearn to possess. 


THE WALL STREET JOURNAL 
Published at: New York and Washing lim Memmeitc--mDallas, San Francisco 
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To sell the booming carriage trade, 

CCA helped design a line of printed prestige packaging 
for Stouffer's frozen foods. Note how the new 

carton (foreground) out-sparkles the old one. Rich colors, 
printed right on all six sides of the carton itself, 

work harmoniously with arresting illustrations 

to present your brand name dramatically. No unwieldy 
overwraps. Cost less, too. To pack it—move it— 

sell it is the business of CCA packaging. 


CONTAINER CORPORATION OF AMERICA 


Chicago 3...and all key marketing areas. Folding Cartons, Shipping Containers, Sefton Fibre Cans, Molded Plastic Products 
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You can’t hitch-hike into Canada 


No advertiser can hope to make a real impres- 
sion on the widespread market of Canada by 
depending on the overflow from U.S. media 
Canada is much too big a market and has 
much too big a sales potential for you to try 
and hitch-hike your way into it 


It takes the power of a big Canadian publica- 
tion to sell Canadians in a big way 


In Canada, Weekend Magazine with its French 
language edition Perspectives reaches 4 out of 
10 of all the homes across the country. To get 
the equivalent coverage in the United States 
you would have to buy the combined circula- 
tion of Life, Look, Saturday Evening Post... . 
and more! This gives you a good idea of how 
Weekend blankets the Canadian market 


As the weekend rotogravure section of 35 
leading newspapers, Weekend Magazine with 
its French language edition Perspectives 
reaches the people in more than 1,850,000* 
homes every week from coast to coast. Last 
year advertisers invested twice as much money 
in Weekend than in any other magazine in 
Canada 


Do a real selling job in Canada! Reach people 
of all ages, of all income groups. . . the people 
who buy the homes, the automobiles, the 
insurance, the detergents, the cake mixes and 
the candy bars—and sell them with the power 
of the printed word through the pages of 
Weekend Magazine and its French language 
edition Perspectives. 

*Effective Sept. 10, 1960 


Represented in the U.S.A. by O'Mara & Ormsbee—New 
York, Chicago, Detroit, San Francisco and Los Angeles. 


Weekend 


MAGAZINE 


The biggest single 


AND ITS FRENCH LANGUAGE EDITION 


Perspectives 


selling force in Canada 
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Something 
Missing 


Actually, total effective buying income of more than $3 billion 


More effective buying income than Boston and 
Pittsburgh combined 


Not covered by San Francisco and Los Angeles newspapers 


If you’re selling anything in California, you can’t 
afford to overlook Inner California, where buying 


income is about 45‘% greater than in San Francisco. 

And, to get your printed message across in the 
Valley of the Bees, you have to schedule the Bees. 
Shoreline newspapers just don’t get home to Bee 
people. 


Data source: Sales Management's 1959 Copyrighted Survey 


MS CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES 


sers three types of discounts 


O'MARA & ORMSBEE 


bulk, frequency and a combined bulk-frequency. Check O'Meara & Ormsbee for details. 
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THINK TWICE ABOUT TACOMA 


First: always think of Tacoma as a vital 
segment of the dominant Puget Sound 
Circle—biggest market in the Pacific 
Northwest. 

When your sales forces work this Puget 
Sound market, nine times out of ten they 
cover retail outlets in both Seattle 
Tacoma at the 


and 


Unless it breaks in Tacoma at the 
same time, a good quarter of your sales- 
merchandising effort is wasted. 

That’s because of the second thought 
you have to keep about Tacoma. 

It’s a market that can not be covered 


by any outside newspaper or any com- 


same time. 
When distribution mer- 
chandising is set in both metro 


areas, the advertising breaks. 


and 


\@: = 


bination. Only the dominant 
Tacoma News Tribune—now 
delivering more than 85,000 
daily—can do the job. 


Ask the man from SAWYER-FERGUSON -WALKER and get the facts 
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By DON H. SCOTT 
Don Scott Associates 


The amount of management know-how and train- 
ing in U.S. industry is very limited. Unfortunately, 
most employers today consider experience the hall- 
mark of management proficiency. Although experi- 
ence can be a wonderful teacher, it is a very limited 
teacher and often a dangerous one, more harmfu! 
than helpful. It does not provide a standard for meas- 
uring but rather is something that needs to be meas- 
ured. 


Experience in a situation is valuable only when the 
exact situation presents itself again and under the 
same circumstances. Some managers counter by say- 
ing, “Oh, but experience does establish a pattern of 
thinking.” True, but this pattern is what worries us. 
Psychologists know that a bitter or unpleasant or 
unprofitable experience can cause mental blocks which 
inhibit clear thinking. We were told, recently, by the 
president of a $10-million corporation whose sales 
had dropped steadily while his competitors’ rose, “Ad- 


vertising is no good for us. We tried it once and it 
didn’t work.” 


The unfortunate thing is that managers are so bliss- 
ful in their ignorance—especially in the smaller com- 
panies. The giant corporations generally do not let it 
happen; most spend a great deal of time and money 


on training and development to ward off apathy. 


Typical in many of the smaller companies is the 
manager who buys a training course for his men, or 
approves their buying one, but doesn’t take it him- 
self. He says, “! don’t have the time.” What he means 
is, “After all, | wouldn't be here if | didn’t know more 
than they.” The truth is that if he had developec 


himself in the first place, they probably wouldn't nee 
the course. 


A manager is trained and ready to move upward 
when he not only knows all the fundamentals and 
principles of management (we have found less than 
one out of a thousand who do), but can teach them 
to others. These fundamentals do not change with 
times and situations. They provide a measure for 
management performance—and a foolproof approach 
to problem solving. You may not always reach the 
perfect solution with them, but the odds on your being 
right are dramatically improved. 


Breaches in these fundamentals and principles occur 
to some extent in practically every organization. It 
will be the purpose of this series to examine the ten 
most costly mistakes; explain them, show symptoms, 
give examples and suggest corrections. 

continued on next page) 
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=1 of a series on: 


THE 10 BIGGEST MISTAKES EXECUTIVES MAKE 


Building the Organization ‘Around’ Peop| 


Work should be the basis for organizing a company 
ind any part of the company. If this principle is pot 
followed, then the permanence and stability of the or- 
ganization becomes dependent on people. This can be 
harmful for at least two reasons: 

! People do not last forever 


2. You can’t upgrade men successfully if you have 


to train them in the image of their predecessors 
No two people are exactly alike in skills and abilities 
However, if the work has been well defined, then people 
with adequate capabilities may be found and developed 
to do it. Rational allocation of work is the basis of good 
organization. 
Here are some symptoms of “the mistake”: 


Derelict Employees — The old timer around the place 
that is almost non-productive. You don’t want to fire him 
for morale’s sake, and there doesn’t seem to be much 
vou can do with him 


Confusion — Constant misunderstandings, people not 
sure of assignments, doubtful of the limits of their re- 


sponsibility, authority, accountability 


Excessive Politics — People working more to gain favor 


than to carry out responsibilities, often working to make 
another employee look bad in the eyes of superiors. 


Overlap of Activities — Lines of responsibility not clearly 
established. No one sure just who's supposed to do what. 
Friction to the right, friction to the left, high cost in the 
middle. 


Overhiring — A college education hired to do the job 
that doesn’t need it. Emphasis placed on experience and 
background at a sacrifice of character. Paying more than 
is required for carrying out routine jobs. 


Low Morale — All of the above symptoms lead to poor 
morale and lack of company spirit. The manager who 
constantly blames his personnel for lack of production 
will suffer poor morale. Before blaming anyone, he should 
ask himself if the job, with all its facets, is as clear to 
the employee as it is to him 


If you've read this far and don’t believe these symptoms 
apply to you, ask yourself the following questions (if you 
can answer yes to all of them, don’t bother to read further, 
just ask for a raise 


1. Does each member of vour personnel know exactly 


Management Critic 


“The total number of non-trained managers throughout the countr 
g 9 y 


is tremendous,” says Don Scott, management consultant and trainer. 
“There are many who have trained themselves by trial and error, but 
most of these are not really trained at all.” 

That's where Scott Associates comes in. As director of a 6-man force— 
all management experts—Scott has trained sales and management ex- 
ecutives in over 300 companies in 90 different industries throughout 
the western hemisphere. He formed his own organization in 1955, after 
16 years with Texaco, where he set up many management and market- 
ing programs ir Latin America and the U.S. (Scott has trained people 
for management positions in three different languages.) 


“We develop people,” says Scott, “people for executive positions in 


small as well as large companies.” 
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what his responsibility and authority is? 


Does everyone know the responsibilities and au 
thority of the job below him and above him? 

Does each man know what he has to learn in order 
to advance? 

Where possible, has every manager and supervisor 
prepared his replacement? 

Is your department free of old-time employees who 
are not line their weight, who haven't for years, 
and who won't between now and retirement age? 
Are you free of inter-departmental friction at the 
cost of production? 

Are you satisfied with your percentage of personnel 
turnover compared to that of similar businesses? 

It is axiomatic that you don’t hire people unless there 
is need for them. For what other reason would you 
increase your payroll? 

People come and go, but three basic work activities 
must always be performed in any business—something of 
value must be created, sold and financed. Dividing neces- 
sary work into jobs that can be performed by individuals 
is the first step to basic organization. Once a job has 
been described, and authority and responsibility clearly 
spelled out, people may be found to do it 

The important thing about making responsibility and 
authority clear is that this provides a measure for the 
employee who wants to know how he’s doing. A good 
employee wants to know where he stands. When his job 
is spelled out, he can measure his own performance 
Further, a job description is impersonal. It applies equally 
to anyone who accepts the job now or later. It stands 
as a silent reminder and can often relieve the boss of the 
distasteful job of constant correction and guidance 

But many executives avoid describing jobs. “We're 
too small,” says a company president. “It's fine for Gen- 
eral Motors, but we need flexibility.” “Can't do it,” says 
another, “it would upset my personnel.” “Isn’t worth the 
time it would take us,” said one boss 

In every case of reluctance I've ever seen, however, one 
fact seemed to dominate: The man who didn’t approve 
of descriptions knew very little about them, and was 
making little attempt to find out. I do not recall a manager 
who, after making a study of organization procedure, did 
not agree that spelling out the work to be performed 
was essential to efficient operation — regardless of company 
size 


After all, does it make sense to expect a man to do a 


job if he doesn’t know what it is? If you know then you 
must tell him. If you can tell him then why can’t you 
write it? Does it destroy flexibility to have duties spelled 
out so that anyone can understand them? Does it destroy 
morale if people know clearly what is expected of them? 

One of the commonest problems in business today is 
the “left-over” or “derelict” employee. The old boy who 
has been around the place for years and who knows that 
no one is going to fire him if he just shows up for work. 
He is the expert at knowing how it was always done but 
he never does anything. He drives you out of your mind 
because you can picture those payroll dollars going for 
a good productive worker, but you haven't the heart to 
put this one out on the street. And after all, he doesn’t 
cause trouble. If you did let him out, what kind of 
reaction would it cause among other employees? 

Most significant, however, is the fact that management 
put him where he is — that this malignancy was allowed 
to develop. The man never was disciplined to perform 
the well-defined job. In his day they didn’t define jobs 
much anyway. 

But he is not a total loss. He can serve well in the 
role of reminding you to look around. See what derelict 
vou are bringing along now to replace him when he 
retires. If you are not building your own department 
around the work to be performed, it’s odds on there are 
derelicts developing right in front of your eyes. But don’t 
worry about them, they will be somebody else’s problem 
twenty years from now. 

You've got your hands full worrying about other things 
now as it is. Probably the accountants are having trouble 
getting their reports out on time, because the sales de- 
partment is late getting figures in. The sales department 
claims it can’t do its job because production just isn’t 
filling orders fast enough. Production is raising Cain 
because the sales department is expecting miracles without 
enough lead time between orders and deliverv promises 


(continued on page 112) 
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Marketing 
to the 


Negro Consumer 


Controversy and emotionalism notwithstanding, there is a Negro 


market —a big market, with plenty of buying brawn, and some 


individualistic traits that demand the attention of every marketer! 


Yet, when was the last time you checked the effectiveness of your 


advertising and marketing program for this one American in ten? 


Are you really reaching the Negro today, or do you just think you are? 


dav f highly 
g technique s there is probably 


element as deeply cloaked 


refined mar 


er\ misapprehension and un 
founded opinion as 1s the Negro mar 
Some marketers hotly contend 
others feel 
that to acknowledge its existence in 


there is no such market 


marketing pl ins is segregation at best 
Justice De- 
Still others know 
it's there, but hold ante-bellum opin 
A few recognize the Negro 
market and profit from it; probably 

en fewer really understand it 

Like any other market, the Negro 

irket nnot be crisply defined in 


an open invitation to the 
partment at worst 


ions on it 


ms of absolutes. Age, income, edu 
ition, geog! phic location and man‘ 
ther factors create wide differences 
vithin the market. Like any other 
market, however, the Negro market 
does have its share of general char- 
icteristics. These are, in many in- 
stances, not the same as they were a 
few years ago; and many of the cur 
ill be different a 
Indeed, it can 
upposed that the Negro market 


nt characteristics w 


ears trom now 
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itself will largely disappear with time 
But right now 
market 


there is a Negro 
and this is what it looks like 


The Size of the 
Negro Market 


Just over one person in every ten 
in the U.S. is a Negro. In 1959 there 
was a total of 18,486,000 Negroes in 
this country—roughly the equivalent 
of the white population of the three 
1950 to 1959 
the Negro population rose 23.2%: the 


Pacific states. From 


total population rose 14.8% 

These figures are highly significant 
in themselves. Modern marketing can 
tenth of 
Moreover, the high 
growth rate of the Negro population 
means that the Negro market is day 


not afford to pass up a 
the population 


by day becoming even more signifi- 
cant 

The Negro population is shifting, 
too. In spite of the great overall rate 
of growth, seven states, mostly in the 
Dee p South, actually showed declines 
in Negro population from 1950 to 


59. This means, of course, that the 


1960 


other states particularly those in the 
Northeast, Great Lakes, and Far West 
areas, took up the slack and showed 
increases far in excess of the national 
average 

Generally, this shift reflects the 
great Negro movement from the small 
town agrarian economy to the richer 
industrial economies of the cities of 
the North and West. The movement 
is also going on within the South; 
many large cities, such as Miami and 
Atlanta Negro 


population increases as rural families 


showed substantial 


ibandoned unproductive farms in 
favor of better city jobs 

The marketer cannot help but see 
how greatly the Negro population has 
grown in major Northern metropoli 
tan areas. Chicago's metropolitan 
area, for example, now contains over 
a_ million comprise 
15.8% of that area’s population. The 
population of the Detroit metropoli- 
tan area is 14% Negro . . . that of 
Washington, 25% Philadelphia 
15.4%. Remember, too, that these are 
metropolitan area figures. Nearly all 


of the Negroes in these areas are con 


Negroes, who 


The Negro Population Is Shifting 


EVEN WITH RAPID GROWTH IN TOTAL NEGRO POPULATION, 
SEVEN STATES SHOWED DECLINES FROM 1950 TO'1959... 


eh 


f 
...BUT 19 STATES SHOWED SIGNIFICANT 
INCREASES OF OVER 50% 


SOURCE: Soles Monagement’s Market Statistics Dept. & the May 10, 1959 Survey of Buying Power 
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centrated in the central city. When 
this happens, as it almost invariably 
does, the percentage of the city popu- 
lation that is Negro often runs to 35%, 
10% and even 50% And these are 
not Deep South cities. Thus, Negroes 
ire highly meaningful to the national 
marketer who looks to these cities for 

substantial portion of his income; 
to the smaller regional or local mar- 
keter, they can be vital 

It is not necessary to stick to the 
behemoths among Northern cities to 


Market (continued) 


find important Negro markets. Cin- 
cinnati’s Negro market is about the 
size of the entire city of Bridgeport, 
Conn. Buffalo's tops Troy, N.Y., o1 
Decatur, Ill, in size. 

In many cases, long-standing resi 
dential and employment _ barriers 
against Negroes are breaking down in 
the smaller cities of 200,000 and 300,- 
000 people. When a city has a large 
influx of Negro families, rninor Negro 
markets are created which, while 
relatively insignificant now, may be- 


The Negro market is a 
G-R-O-W-I-N-G market 


1 1959 


1950 | 1959 


"152,000,000 174,900,000 


SOURCE: Soles Management's Market Statistics Dept. & the May 


15,000,000 § 18,526,000 


1959 Survey of Buying Power 
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come very worthy of attention in just 
a few years. In Rochester, N.Y., for 
example, there were 8,247 Negroés in 
1950. Just seven vears later, the state 
estimated the Negro population of the 
citv at 16,000—a 95% increase 

Although growth at this rate is im 
probable for most cities, the rate of 
increase for fair-size cities in most 
areas is quite substantial 

It must be remembered, too, that 
whether there are a few thousand or 
over a million Negroes in a city, they 
can't really be considered in terms of 
the percentage of the population that 
they comprise. Obviously, when you 
hear that “one in every nine persons” 
in a certain metropolitan area is a 
Negro, it does not mean that they are 
spread out evenly in all areas. Usu- 
ally the overwhelming bulk of the 
Negro population is concentrated in 
a “market” of seldom more than one 
or two square miles, whereas the 
white population, eight times as large, 
will be distributed throughout an area 
which may be several hundred times 
as large. This compactness and virtual 
segregation of the Negro population 
creates a solid, often seemingly inde- 
pendent Negro community. This one 
factor is perhaps the most important 
force creating. a solid Negro market 
today; when the physical solidarity is 
eliminated by full assimilation of the 
Negro family into white neighbor 
hoods, the marketing significance of 
the Negro, as such, will be greatly 
weakened 


Quality of the 
Negro Market 


Sheer numbers, of course, are not 
enough. The millions of people must 
have dollars to spend before the mar- 
ket becomes significant. The facts 
again bear out the value of the Negro 
market. 

According to the Bureau of the 
Census, median income of the non- 
white® family amounted to $2,711 in 
1958, or 51.2% of the median white 


* The term “non-white,” which is usually 
used by the U.S. Government, represents 
a group that is about 95% Negro, with 
the rest Indian, Chinese, Japanese, Fili- 
pino, etc. The non-Negro segment of the 
non-white classification is usually signifi 
cant only in those areas (such as the large 
cities on the Pacific) that contain sizable 
colonies of these groups 


But these 
figures present a somewhat distorted 


family income of $5,300 


View 

In the first place, 1958 was a re 
cession year The Bureau of Labor 
Statistics comments that “About one 
out of seven Negro male workers was 
jobless ‘1 April 1958, and 
proportion of these men were from 

Litled and semiskilled occupations 


a large 


uns 
These are the oc« upations where lay 
1957 to 
1958 employment of both white and 


offs were heaviest From 
Negro men in semiskilled jobs de 
clined almost 10%. In the unskilled 
group, however, employment declined 
more sharply for Negro men than for 
white men.” 

Then, too 
to the marketer to look at the median 
income of urban non-white families 
than at national median incomes. In 
1958, the median income of the urban 
$3,392, or 
white 


it is more meaningful 


non-white family was 
nearly 60% of the 
family’s $5,679 


There are other factors altering the 


urban 


Negro income picture substantially 
Well over a million Negro men and 
women are employed as what the 
Bureau of the Census calls “service 
workers, except private household.” 
Virtually all of these are in a position 
to receive tips, many of which prob 
ibly never find their way into official 
me statistics 
there are another 


& In 


million-plus Negroes working as pri 


addition 


vate household workers whose incomes 
ire somewhat augmented by meals 
transportation costs, and even lodging, 
furnished by employers over and 
above regular wages 

The outlook for growth of Negro 
family income is good. As racial bar- 
riers slowly crumble, more and more 
Negroes are being judged on the basis 
of merit and are moving into higher 
paying jobs. In many areas, an in- 
flux of other minority groups, notably 
Puerto Ricans, is giving the Negro a 
gentle push up the economic ladder 
by replacing him in nonskilled jobs 

This vear may mark a substantial 
increase in Negro income. Many ob- 
servers feel that Congress is sure to 
hike the minimum wage of $1.25 per 
hour. If this occurs, it will undoubt- 
edly affect a higher percentage of 
Negroes than of whites. 

If level of educational achievement 
can be considered any indication of 
future financial success, it is significant 


that non-white enrollment in colleges 
and professional schools jumped 
86.4%, from 114,000 to 212.000, from 
1950 to 1958. Total enrollment dur- 
ing that period went up only 49.8% 


The Negro Consumer 


For the most part, a Negro shoppe 
buys or does not buy an item for ex 
actly the same reasons as his white 
There are, however, a 
number of special influences that make 


counterpart. 


it impossible to consider his buying 
motivation identical to that of the 
white consumer. Some of these influ- 
ences are very real; some, perhaps 
fanciful today, are relics of a gone- 
but-not-forgotten age 

The Negro of greatest marketing 
And, like all 
urban dwellers, he is less likely to 
spend his money on the wealth of 
suburban living items that are flood 
ing today’s markets. 
grass seed, hammocks and housepaint 


importance is urban 


Garden tools 


Rocketing quest for EDUCATION 


SOURCE: U.S. Bureau of the Census 
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Negro Market continued 


are not likely to take many of the city 
dweller’s dollars 

The Negro is limited in the wavs 
His leisure-time 
otten 


stunted by legal, quasi-legal or psy 


he can spend money 
ictivities in particular are 
chological means. Almost nowhere is 
he allowed to belong to good country 
clubs or vacht clubs In some areas 
he is simply prohibited from enjoving 
the privile ges ot good restaurants and 
ication resorts. Even when not pro 
hibited, he often pre fers to stav home 
ither than run the risk of being 

snubbed or spending his money in sub 
standard facilities “for Negroes only.” 
The Negro has manv different atti 


tudes, likes and dislikes. Many of 
these differences result from the fact 
that he has, over the vears, been 
forced to create his own structure of 
society. Built into this are institutions 
to take the place of those from which 
he is excluded, and suitable substi 
tutes for some he was unable to build 
for himself 
built within narrow geographic con- 
fines, is bound to be slightlv different 

In manv wavs, the Negro can be 
Not in the 


dev il mavy-care 


rhis self-made structure 


said to be a big spender 
stereotype sense oft 
wastefulness, but in the sense that he 
has better things to do with his mone‘ 


than save it. Primarilv, he wants to 


upgrade his family’s standard of liv- 
ing; after hundreds of vears of watch 
ing the “other half,” the Negro knows 
that he wants to live as well as his 
income will permit. Then, too, it has 
just been in recent vears that many 
Negroes have had enough disposable 
income to allow them to relax a little 

It is said that the Negro is a 
chronic impulse buver, and while there 
is little to prove ot disprove this, it 
does stand to reason that impulse bu 
ing will soar in anv situation when 
a person finds he has some extra 
money for the first time. It no doubt 
ilso becomes something of a form of 
entertainment with the Negro, who 


Perhaps the most common 
question asked by the marketer 
who is cautiously exploring the 
possibilities offered by the Ne- 
gro market is, “If we do begin 
to give the Negro special treat- 
ment as a consumer, won't we 
be guilty of a segregationist 
separate but equal’ attitude? 

The answer can only be no 
Generally speaking, the Negro 
market exists because of the 
Negro’s different color and racial 
characteristics. These make him 
a member of the one minority 
group that is not readily assim- 
ilable into the fabric of Ameri- 
can society. For over three hun- 
dred years, the Negro has been 
economically, socially, and po- 
litically treated as different, 
more because of his physical 
characteristics than because of 
his ethnic background. 

As a consumer, he has often 
been ignored, and at best 
thought of only casually in the 
sale of goods and services. In- 
deed, he is quite often insulted. 
The Negro press, for example, is 
a direct outgrowth of the abuses, 
insults, lampoonings and deri- 
sion suffered at the hands of 


By DAVID J. SULLIVAN 
mass media as late as the 
twenties and even the early thir- 
ties. Similarly, the Negro 
churches, fraternities, colleges, 
lodges and other institutions are 
a direct outgrowth of the Ne 
gro’s exclusion from comparable 
white spheres of activity. 

The natural result has been 
the conditioning of the Negro 
to act, think and behave as oa 
‘Negro’ in terms of attitudes and 
behavioral inherent 


within the 


responses 


culture he himself 


The Negro Market and the Segregation Issue 


has erected—a culture which al 
though closely patterned after 
the general American culture, is 
nonetheless enough different to 
be of significance to the mar- 
keter 

The marketer who ignores the 
existence of this culture and the 
market it represents is failing 
to perform his primary function 
of selling more goods to more 
people at the most satisfactory 
profit. Neither the strengthening 


of segregation nor the “retard 


David Sullivan spent much of 
his early career in sales, partic- 
ularly with Negro magazines 
and newspapers from coast to 
coast. Later, as founder of the 
first Negro advertising agency 
in America, he handled the Ne- 
gro marketing campaigns of 
several top national advertisers, 
most of whom were leaders in 
the drug and grocery fields. 
More recently, as an indepen- 
dent consultant on the Negro 
market, he has served several 
well known advertising agencies 
in addition to his corporation 
clients. 
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must constant] look for forms of 
recreation that are both acceptable 
ind permitte d to him 

The Negro prefers national brand 
merchandise and iS usually very 
loval to those he likes) and olde 
respected stores. Some observers feel 
that this is a search for prestige and 
there can be little doubt that such a 
need may play some part. It is more 
likely, however, that the Negro pre 
fer branded items and the better 
stores because of the safetv thev af 
ford him The Negro has been so 
frequent] “taken” by unscrupulous 
merchants vho overcharged him gave 


him shoddy mere handise and so gen 


ing yf integration have any 
thing at all to do with sound 
legitimate marketing practices 
The situation exists; ignoring it 
isn't going to make it go away 

In fact, just the opposite moy 
be true Marketers who are 
afraid to delve into what they 
think is an “explosive” subject 
should take a look at the other 
side of the coin. Whenever a 
company does moke a special 
effort to develop the Negro 
market, it is performing several 
services to the Negro 

In the first place, the very 
fact that the marketing program 
is geared specifically to the Ne 
gro makes him feel that he is 
at last a recognized member of 
society Even more important, 
specific Negro marketing pro 
grams usually mean direct em 
ployment of Negroes in good 
positions, both on the marketing 
team of the company and via 
the support of Negro media 
This serves to improve the stand 
ard of living of the Negroes con 
nected with the program, and 
thus, in the long run, proves to 
be an upgrading influence in the 


Negro community 


The Negro Market's Shroud of Fear 


Much of the confusion and mystery that surrounds 
the Negro market today is due to the almost complete 
lack of communications among companies that are 
interested in this market. It is rare indeed that a healthy 
exchange of ideas on this subject ever occurs. 


Because of the tendency of certain interest groups 
(both pro-Negro and anti-Negro) to magnify and mis- 
interpret practically anything involved with inter-racial 
relations, the whole subject has become almost dan- 
gerously volatile. Accurate market data (other than 
population and income) were seldom compiled in the 
past; the techniques of highly successful marketers in 
the Negro field (and the reasons why others have 
failed) are as carefully guarded as the blueprints for 
the H-bomb. 


In the course of preparing this article, Sales Manage- 
ment learned of many such Negro marketing programs. 
But when checking these ideas with the sales managers 
who are responsible for them, we invariably ran into 
comments like these: 


“For God's sake, please don’t even mention us or 
any of our products in your story.”"—Sales manager, 
large liquor company. 


“Just leave us out of this one.”—Product manager, 
well-known grocery manufacturer. 


“All I can even tell you is that we determine our 
Negro market areas by density and assign enough 
Negro salesmen to cover them. But don’t print that!” 
—Sales manager, major cigarette brand. 


We don't blame them for not talking. But it is a 
crying shame that a few small groups of shortsighted, 
self-righteous individuals (who don’t amount to any- 
thing as consumers) are capable of forcing their will on 
marketers to the degree that they must take their 
legitimate and worthy activities underground, thus 
limiting management's chance to learn by the experi- 
ence of others. 
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erally bilked him (and it still happens 
today to that he has 
become a very wary shopper. 


some degree 

This brings up another phenome 
non: the Negro does not respond to 
bargains to the same degree as the 
white 
downtown 


shopper Some retailers in 


heavy Negro areas have 
oncluded that Negroes spend too 
much on impulse and don't have 
enough left to respond to bargains 
This conclusion is probably quite 
A recent U.S. Department of 
Acriculture study on the effects of 
coupons and special offers on sales of 
butter, margarine, shortening, 
that non- 
white households buy far fewer prod- 
with 


Ww rong 


salad 
and cooking oils shows 


ucts 
white For example, with 
shortening, the study shows that al- 
though non-whites bought much more 
shortening during the 2-year test per- 
iod, only 30% of non-whites bought 
“deals,” compared with 58% of native 


consumer deals than do 


families 


Market 


(continued) 


whites. “Deals” on 
out 22% non-white, 54% native white; 
and on oils, 10% non-white and 30% 
native white. Obviously, then, mone, 
availability has little to do with these 
day-to-day purchases 
Again, ene strong reason must be the 
reluctance to accept offers of “greater 
value.” This also means that once the 
Negro housewife finds a brand she 
likes and trusts, she is extremely re- 
luctant to take a chance on another 

No discussion of the Negro as a 
consumer could be complete without 
a mention of the fact that he is under 
a pressure to spend that is probably 
far in excess of that felt by the white 
This comes from the fact 


margarine came 


IMnexpensiy e 


consumer 
that the Negro is not onlv driven to 
build himself up to the level of an 
white, society, but per- 
haps more important, he feels the need 
to keep pace with the more immedi 
We see 
him, then, in a consuming situation in 


outside, or 


ate societv in which he lives 


Negro Population, 


1950 


New York—n.e. N.J 
Los Angeles—Long Beach 
Chicago 
Philadelphia 
Detroit 

San Francisco—Oakland 
Pittsburgh 

St. Lovis 
Washington, 
Cleveland 
Baltimore 

Buffalo 

Houston 

Milwaukee 
Cincinnati 

Kansas City 

Dallas 

Seattle 

San Diego 

Atlanta 

Miami 


New Orleans 


Selected Metro Areas 
Negro Population 


1,013,616 7.9 
218,954 5.0 fae 
586,663 
480,134 
357,857 
147,361 6.6 Fa 
82,453 3.7 
153,766 9.0 
337,757 
147,847 
265,415 
36,645 
124,761 
22,129 2.3 Sa 
112,828 
55,682 68 65 
56,958 7.7 
16,753 2.0 
16,999 3.1 fn 
165,591 
40,262 8.1 
181,775 


Source: Market Statistics Inc. (see box on page 44) 


% of Total 
Population 


51950 6(s98e 
10.0 


1959 


11.3 
13.1 
11.9 


15.8 
15.4 
14.0 


45 
10.3 
490,242 25.1 
251,116 10.1 343 
370,616 18.9 228 

78,192 3.4 5.8 


210,874 15.5 73 


23.1 


12.5 159 


99 


22.8 


26.5 
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which he has, as Ebony says, “the ex- 
hausting task of catching up with the 
white Joneses [and] also keeping up 
with the black Jacksons.” 

It must be emphasized again that 
to expect every Negro to display these 
traits would be as foolhardy as expect- 
ing all whites to act alike. Like every- 
one else, the Negro is a product of 
his society and his society is just 
enough different from the larger one 
around him to be of significance to 
the marketer 


Marketing to the 
Negro Consumer 


Like anything else, the .marketer 
will gain from the Negro market in 
direct proportion to what he puts into 
it. The closer he comes to a rounded 
total marketing effort, the more su 
cessful will be his campaign 

Compared with most new markets, 
the Negro market is usually easy to 
crack. One major reason for this is 
that the Negro does not especially 
want to be a white person; it is his 
desire, rather, to be treated like any 
other first-class citizen. Consequently 
when a large, “white-run” company 
acknowledges the Negro’s value as a 
naturally de- 
velops a liking for that company and 
its products Added to this, of course, 
is the fact that there are comparatively 


first-class customer, he 


so few companies doing a good job of 
marketing to the Negro, that competi- 
tion probably will be pretty slim 

In all fairness, it 
that under some circumstances the 
Negro market can be extremely diffi- 
cult to enter. This usually happens 
when a competitor is doing a strong, 
continuing marketing job, and has 
built a great deal of loyalty to his 
brand. Unless his efforts weaken, Ne- 
gro consumers will probably be quite 
reluctant to switch Gam 

But, like any others, the Negro mar- 
kets in various areas must be care- 
fully evaluated before a company 
begins a Negro marketing operation 
For example, a company which makes 
an inexpensive product or a staple 
item might prefer to begin in the 
South where, although income is low, 
the number of Negroes and the per 
cent of total population they repre- 
sent is highest. On the other hand, 
the marketer of more expensive or 
luxury-type items might prefer the 
richer northern market 


must be added 


Selling to the Negro market is not 
really a very complicated affair. Prac- 
tically everything that holds true for 
the white market holds true for the 
Negro market. Most experienced 
marketers prefer to use Negro sales- 
men to sell to Negro store owners o1 
managers. They not only can put the 
customer at ease and gain his confi- 
dence more quickly, but they have a 
better understanding of the Negro re- 
tailer’s selling conditions. 

Incidentally, the great majority of 
stores in Negro neighborhoods are op- 
erated by whites, but these retailers, 
too, usually prefer to have Negro sales- 
men call on them because they feel 
that Negro salesmen are the only ones 
who have the feel of the market. 


®& Advertising to the Negro is prob- 
ably the area of biggest failing by 
marketers. All too often marketers 
contend that “Negroes can read and 
listen, so they are exposed to my ads 
like anyone else.” Although this is 
true, it is not the whole story by a 
long shot. While they may be sold 
by a product advertised in regular 
media, chances are that they could 
be easily unsold by a competitor's ad 
in a special Negro medium 

Reasons for this are many. In the 
first place, the previously mentioned 
recognition factor gives any ad in 
Negro media an edge. Also on the 
positive side is the fact that with 
many local Negro media, such as radio 
or weekly newspaper, the station man- 
ager or editor is a leader in the Negro 
community. He is respected and 
liked; and products that are adver- 
tised via his medium are also liked. 

Then there are negative factors 
working against white media. Most 
obvious is the fact that, to the Negro, 
the usual mass media are not “his.” 
Virtually everything they produce is 
designed for and about white people. 
Even those media most sympathetic 
to Negroes usually only treat the rela- 
tively minor side of their day-to-day 
life that involves inter-racial relations 

Also, few mass media are entirely 
free of material that is offensive to 
the Negro. Often this is a minor error 
of bad judgment; sometimes on broad- 
cast media, there is a slip of the 
tongue or, in between national shows, 
an offensive spot ad or local program. 
These slights are not quickly forgot- 
ten; word of them spreads, and the 
result is strong condemnation of the 
specific offender, with a carry-over 


Wash. 


W. Va. 


Wis. 
Wyo. 
U. S. 


Negro Population, By States 


% of 


Negro Population Total Population 
(thousands) 


1950 1959 1950 1959 


979.6 909.9 32.0 28.6 
26.0 3.5 3.1 
426.6 22.3 24.0 
462.2 4.4 5.1 
20.2 1.5 2.0 
53.5 2.6 4.4 
43.6 13.7 13.6 
280.8 35.0 52.3 
603.1 347 19.8 
062.8 30.9 27.46 
1.1 0.2 0.2 
646.0 7.4 11.2 
174.2 4.4 6.4 
19.7 0.7 0.9 
73.2 3.8 5.4 
201.9 6.9 7.5 
882.4 30.4 
1.2 0.1 0.4 
386.0 17.0 
73.2 1.6 2.3 
442.3 6.9 9.0 
14.0 0.5 0.6 
986.5 39.7 
297.1 7.5 10.0 
1.2 0.2 
19.2 1.4 
4.3 se 
0.7 0.1 
318.6 6.6 
8.4 1.2 
918.2 6.2 
047.4 
0.3 0.0 
513.1 6.5 
145.5 6.5 
11.5 0.8 
638.5 6.1 
13.9 1.8 
822.1 38.8 
0.7 0.1 
530.6 16.1 
977.5 12.7 
2.7 0.4 
0.4 0.1 
734.2 22.1 
30.7 1.3 
114.9 5.7 
28.2 0.8 
2.6 ° ig 0.9 
15,042.6 10.5 


Source: Market Statistics Inc. (see box on page 44) 
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, 1 i) 2) Negro Market continued 
vw Pi 


bad image of similar media and those 
who advertise therein. For example, 
last September a columnist in the 
Negro Pittsburgh Courier roundly con 


demned a radio station and a TV sta 


tion, both of which were hundreds of 
miles away. On one, there was an 
offensive departure from the script; on 
the other, a slip by an interviewee on 
i audience participation program 
Thus, what might seem to be simply 
two unfortunate occurrences becomes 
major issue to the Negro 

Negro media, on the whole, are 
highly effective and, for the value re 
eived surprising], inexpensive. One 
word of caution: Negro radio, an ex 


cellent medium, has in some 
' 


Cases 
een invaded bi unscrupulous pro 


moters Weens Vacefies 
Verv little extra effort is required 


o produce an advertisement that is 
successful with the Negro. Obviousl\ 
the Negro has a hard time identify 
ng with most 


white 


7 


of the ads in typical 

media. In fact, ads which talk to 
 “lovelier, WHITER hands with 
XYZ Soap” or ads promoting contests 
in which first prize is a week at some 
posh hotel in 


uth, can 


often meet with 
sunny, segregated 
downright offensive 
most ads with the artwork 
nged to show Negroes, can be run 


uccessfully in Negro media 


when used in 
Again, remember 


> 
} 
} 


Naturally these conc epts also apply ro hools 
sales promotion material sent to 
Negroes or displayed in Negro stores 

Other forms of sales promotion will 
different reactions area 


that Negroes tend 
to be unresponsive to coupons, com ucts 
binations and other deals 

On the other hand, sampling at Ne 


2 


NEVER GO TO BED WITH A 


a 


COLD NEVER GOTO BED WITH A COLD 


SAME COPY, SAME LAYOUT appear in both these ads, but different photographs 
make the ad on the right much more meaningful to readers of Negro publications. 


conventions and social 
gatherings is often highly successful 

House-to-house promotion has been 
extremely successtul in many Negro 
In this promotion, Negro can 
Negro market vassers visit with housewives, point 
out the merits of one or more prod 
and often leave samples for her 
to trv. This method is probably best in 


highly competitive situations ® KR 


8s NA Re a car 


Sales Management’s Negro Market Statistics 


In Tables 1 and 2 on pages 42-3, we present the first 
set of systematic estimates of Negro population for states 
and metro areas, which reveal the extent to which Negroes 
have migrated out of the South to the large metropolitan 
creas of the North, Midwest and Pacific regions. 


The rate of migration out of the South has been in excess 
of past trends. In the six “Deep South” states of Alabama 
Florida, Georgia, Louisiana, Mississippi, and South Carolina 
the Negro percentage of total population has declined from 
an average of 32.8% in 1950 to 28.5% in 1959. Rural 
southern areas have been the chief losers, for some southern 


metro areas actually increased their Negro proportions 


Negro migrants have continued to flow toward the major 
northern urban concentrations of New York, Chicago, Phila 
delphia, and Detroit, all of which have gained 50% or more 
in Negro population since 1950. Perhaps more surprising 
has been the even greater percentage gains in Los Angeles, 


San Francisco, San Diego, Seattle, other western oreas 


These trends suggest that Negro population in the future 
will be more and more evenly spread, although even at the 
rapid rates indicated here, two more decades would be 
required io reduce the Negro population of the Deep South 
to 20% or so of the total. It is significant that in 1950 the 
state which had the highest Negro proportion was Missis- 
sippi, with 45.3% of its population Negro. Today, Wash- 
ington, D. C., proper with 52.3% of its population Negro has 
the highest Negro concentration in the nation 


The statistics cited here have been developed from an 
analysis of the relation of population migration to birth 
rates, by color, which is now available on a county basis 
Interested parties may write to Market Statistics, Inc., 630 
Third Avenue, New York, 17, for further details. IBM cards, 
for example, are available, showing the number of Negroes, 
by county, as of Jan. 1, 1959 
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IS FOR PAGES 


Business already on the 

books for the first 6 

months shows the Post iS FOR ONE 

wi a hot. gai ) 

ved pas "ln A The new Ad Page Exposure 

(eb. just closed aah s study of all three magazines in 

12% page gain!) the Post’s field shows the Post 
is the number One buy for 
reach, frequency and response. 


IS FOR TOP 
ADVERTISERS 


Late flash! New in the Post, 
or exclusive in the Post’s field, 
with big schedules for 1960: 


AIR FRANCE 
DIXIE CUP DIVISION OF 


IS FOR $ SIGN AMERICAN CAN CO. 


Each year for the past two DUKE OF we & MYERS 
years the Post has increased its 

dollar share of the market in GENERAL DYNAMICS 

the general weekly field. Ad- CORPORATION 
vertisers have already booked THE GILLETTE CO. 
$7,364,000 more in the Post for HIRE’S ROOT BEER 

the first half of this year over 


: LAWN-BOY, division of 
- , 
the same period last year! OUTBOARD MARINE 


CORPORATION 
SCOTT PAPER CO. (Corporate) 
SCOTT PAPER CO.  (Scotkins) 


UNITED STATES INDEPENDENT 
TELEPHONE ASSOCIATION 


& CURTICO MaGatineg 


8 POST ae 
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Who Gets the Ladies 
In the Man-Tailored Shirts? 


Lady Manhattan gets most of them—with a brand new market in 
the deal for The Manhattan Shirt Co. Of course, there may be 
some headaches, adjusting to the women’s wear field, but, as 


is usually the case, winning the ladies makes it worth it. 


f you are a manufac ture! ot produc ts 

traditionally used by men—razors, 
pipes, or tailored slee pware you may 
have discovered that women have 
been appropriating more and more of 
their husbands’ accessories 

A revolution between the sexes? 
perhaps. But more significantly it rep- 
resents discovery of a new market-— 
an opportunity for manufacturers who 
have been limited in their efforts to 
diversify 

There are strong risks and prob 
lems for the manufacturer of men’s 
items who decides to produce a simi- 
lar line for females. Differences in 
styling, promotion and distribution all 
make the decision a bold one. 

The Manhattan Shirt Co. faced this 
dilemma several years ago. It was a 
drastic step for a manufacturer which 
has been in the men’s wear field ex- 
clusively for almost a century, to start 
making a product for women, but 
Manhattan took it. Despite the diffi- 
culties, the decision proved to be a 

ise one. James O'’Shields, vice presi- 
dent and general manager of the Lady 
Manhattan Division through which 
women’s shirts and sportswear are 
sold) has announced that sales for the 
last six months of 1959 were 50% 
above those for the same period in 
1958; and spring orders are running 
better than 50% ahead of the same 
pe riod last year 

It all began in March 1953, when 
Manhattan’s board of directors dis- 
cussed the possibilities of diversifica 
tion. Several members suggested en- 
tering the boys’ wear field. “If you 
start them early with Manhattan,” 
they reasoned, “they'll be customers 
when they are adults.” Cluett Pea- 
body, maker of “Arrow” men’s weat 
and the firm’s largest competitor, had 
entered the boys’ wear field in 1952 
and was reported to have won good 
retail and consumer acceptance in 
that market 

But one of the board members was 
violently opposed to such a move. 
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IN YOUR WONDERFUL WORLD 
NEW LINE, the lady’s shirt, is big seller 
for Manhattan. Among its selling aids 


for stores are envelope stuffers like 
this, with order blank, imprint space. 


Louis C. Stengel, Jr., then Manhat 
tan’s sales manager (now president), 
had studied the boys’ wear market 
and knew that the majority of boys’ 
items were sold through retail outlets 
that were not in Manhattan’s volume 
market, and that their price lines 
were too low to allow Manhattan any 
sizable profit margin. He felt, too, 
that the record of boys’ wear as an 
industry was not one of financial 
strength. Stengel was not opposed to 
diversification, but only to entering 
the boys’ wear field. After a long dis- 
cussion, the board decided to seek 


1960 


other channels for diversification 

About that time Cone Mills had 
developed the first Dacron and cotton 
wash and wear fabric for men’s shirts 
This was a_ basket-weave oxford 
which they planned to put on the 
“prestige” market through Brooks 
Brothers of New York. But Cone Mills 
was weaving too much yardage of the 
new product for Brooks Brothers to 
reat alone, and decided to have 
one top-brand shirt manufacturer 
handle the sales of Dacron and cotton 
shirting in the national men’s wear 
market. The Manhattan Shirt Co. was 
chosen, partly because of its pioneer- 
ing in wash and wear nylon, Dacron 
and Orlon; and partly because of its 
reputation for quality in the men’s 
wear field. So in the fall of 1953, 
Manhattan was the first men’s wear 
manufacturer to bring Dacron and 
cotton wash and wear to the public— 
in shirts, pajamas, underwear and 
sportswear. 

That same season Sales Manager 
Stengel decided to offer a limited 
quantity of Dacron and cotton items 
This was the period of the “Little Boy 
Look” in women’s shirts, so Manhat- 
tan copied one of its men’s shirts in a 
button-down model with shirt tails— 
but in women’s sizes, priced at $8.95 
The result was a complete sellout 
One firm in San Francisco sold its 
allotment of 60 dozen shirts within a 
week! 

After this brief experience in ladies’ 
wear, Manhattan’s management was 
sure that this was the ideal direction 
in which to diversify. The following 
season O'Shields, who had headed up 
Manhattan’s neckwear and handker- 
chief departments, was reassigned as 
head of the newly formed Lady Man- 
hattan Division. 

With a new product designed for 
a new market, and with volume grow- 
ing rapidly, there were accompanying 
problems. Their solution entailed op- 
erating the new division as a separate 
entity, not only with its own sales 


How to pick 


the publicity firm 4 
that’s right for YOU 


Most advertisers consider selecting a publicity firm 
even more difficult and confusing than selecting 
an advertising agency. They feel that the whole 
subject of publicity is so intangible that it defies 


“pinning down” in measurable terms. 


But selecting the right publicity firm does not 
need to be a pig-in-a-poke proposition. It is possible 
to make intangibles much more tangible by asking a 
few direct questions and insisting on straight 


answers. For instance: 


Does the publicity firm’s staff have backgrounds 
that are compatible with your needs? If your product 
and its application are technical, you probably don’t 
want, however brilliant they may be, the people who 


have done a whiz-bang job for the More Beautiful 


Cosmetic Co. 


Who are the publicity firm’s present clients? Are 
they well thought of in their industries? This is not 
snobbishness; it may indicate that the publicity 


firm has done a good job for them. 


What status does the publicity firm have with publi- 
cations that are primary outlets for your publicity 
material? You can find this out best simply by 


asking the editors of the publications in question. 


Can the publicity firm demonstrate a record of 
accomplish me nt? Not one-shot deals, but consistently 
successful campaigns for clients whose interests are 


generally compatible with yours. 


Do the people who would be directly concerned with 
your account impress you as “‘self-starters”? 


Or do you sense that you would have to prod 


them constantly? 


al 
=| 


Our affiliate organization, Burson-Marsteller 
Associates, is in the publicity and public relations 
business. It is doing a good job for 22 companies 
(some are advertising clients of the agency, others 
are not) in the fields of capital goods . . . profes- 
sional, technical, and financial services . . . durable 


consumer goods .. . and professional associations. 


All of its people have editorial backgrounds; many 
are also engineers. 

A complete outline of the services Burson- 
Marsteller Associates performs, and how it works 
and how it charges for what it does, is included in a 
booklet called “Publicity and Public Relations.” 
We'd like to send you a copy. BMA people will also 


give you straight answers to any direct questions 


you may care to ask, 


Mareteller, Kickard, 
(Gebhardt wi kod Ine. 


A SDVvVERT-?t Sin G&G 
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manage! 


but with its own sales staff, 


and with sales procedures quite diffe: 


ent 


Manhattan shirts for men 


O’Shield Wwe 
CeCUeCd 


} 
scives 


omen §$ 
Che 


worne 


from those used in marketing 
“In chang 
uur marketing 


( ould 


not 


strategy,” savs 


not have 


SuC- 


led had adapted our- 


to the requirements of the 


field 


steps necessar\ 
i 


weal 
in diversifving 


ns wear included the follow 


hattan Division 


its own orde ind shipping 


its own Ware house and 


sales force. This was necessary fer 


several reasons. If orders and shipping 


had been handled along with the bulk 
of the business, they might have been 
swallowed the men’s shirt 
department is so much larger and 
older. “And in the women’s fashion 
world have fast, much 
faster than in wear,” says 
O’Shields Q 
Though the salesmen for the men’s 
line had helped to launch the Lady 
Manhattan, they with 
wear sales selling 
line ona large SE ale Be 
a different ty pe 


up, since 


you to move 


men’s 


were too busy 


mens to continue 


the “I 


sides, 


ady” 


ot salesmanship 
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THE 13" 


MARKET 


IS “TWINS? 


... but they're 


COVERED 
differently 


a 
AP nd 


8 out of 10 homes in the St. Paul 
of the nation's 13th Market 


"Half" 


are covered by the 


sv. * paut 


ff DISPATCH 
PIONEER PRESS 


Representatives 
RIDDER-JOHNS, INC. 
New York—Chicago—Detroit 


$0 
Los Angeles—San. Francisco 


ver 


St. Paul—Minneapolis 


Power 5-10-59 


FAMILY COVERAGE 


Dakota and Washington counties 


83.5% 


Ramsey 


PAUL 


72.5 % 
44.3% 


MORNING 
URCES 


EVENING SUNDAY 
ABC 3-31-59. SM Survey of Buying 
Newspapers have audited, 
fied circulation 
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“In talk- 
ing to buyers of women’s fashions you 
use a different vocabulary,” 
O’Shields. “You have to present the 
‘romance’ to be 
more adventurous, and be willing to 
accept crazy mixtures of colors. You 
have to know about silhouettes. You 
have to be amenable to change. Men's 
wear is stable, changing little 
from year to vear. Women’s fashions 
change 


is required for the two lines. 
SAaAVS 


of fashion and colors, 


more 


from season to season, and 


even faster.” 


2. As a step toward establishing its 
Lady Manhattan moved 
Broadway, with 
at 533 Seventh Ave 
office at 444 
womens wear industry 
Seventh Avenue,” 
“This building 
sportswear showrooms and is Convetil 
W c 
pect them—especially those from out 

le York—to 


sic Vew 
manufacturer 


own identity 
to 1407 an entrance 
, leaving the up- 
Madison. “The 

is centered on 


O'Shields 
hundreds of 


town 


Says 
houses 


ent to buvers could searcely ex 


travel uptown to 


visit on though some 


of them did so. And it is possible for 


us to have a more feminine showroom 


here ittractive to our customers 
the 


women 


more 


stores buvers, who are nearly all 


3. Packag 
changed because customs are different 
in the 


ing and terms had to be 
For ex 
ample, terms for men’s wear are 3/10 
E.O.M which discount 
for paying by the tenth of the month, 
in the 10 E.O.M 
The method of packaging is different 
too. Men’s shirts are packaged three 
uur to the and the manufac 

turer usually distributes colors on the 


women's fashion field 
means 3% 


women’s field it’s 8 


or te box, 


a salable 
blue, 
shirt in a 
After a vear of headaches from using 
that system in selling Lady Manhat 
tan, the company adopted the stand 
ard plan of packing one shirt to each 
box, and of shipping the particular 
colors the buyers specify 


basis of what seems to be 


assortment; it might be one one 


gray and one green box 


For 


made 


before Manhattan 
Dacron-cotton wom- 


some time 


their first 


en's shirts, women in many parts of 


the 
shirts for 


had been buying men’s 
themselves. This required 
no “selling” on the part of the stores’ 
staffs. But began to 
carry Lady Manhattans, salesmanship 
of a better-than-average quality was 
needed, a bit of informa- 
tion was necessary before pros 


country 


when stores 


since quite 
some 
pects would become customers 
this Manhattan 
conducts training sessions when open- 
These are usually 
small dinners for sales 
personnel held before or after store 


To supply need, 


mg new accounts 


breakfasts or 


Mallow’ 


Mall”? 


: 
rs 
la 


7 
va 


Ah. 


Those cookies, by Burry’s, look fresh, 
are fresh —and the lady knows it! And 
Du Pont cellophane, a product of 30 
years of research, has kept them fresh 

all the way from the packaging line 
to her shopping basket. 

This Du Pont research has created 
over 100 different cellophanes—each 
designed to meet different customer 
requirements. This means you can 
get a Du Pont cellophane that exactly 
meets your The 


product’s needs. 


’ . 
‘4 


Ss SOliC! 


...and Du Pont cellophane research 
made the sale more profitable 


result: more customer satisfaction, 
fewer returns, more profit per sale. 
No other packaging material has 
the selling power you get from cello- 
phane’s sparkling transparency, no 
other film has cellophane’s colorful 
printability . . . its high-speed ma- 
chine efficiency . . . its versatility in 
package construction. 
PROVE TO YOURSELF that Du Pont 
cellophane can help you sell more . . . 
increase your profit per sale. Ask a 


Sales 


Du Pont representative to give you 
all the facts. Du Pont Company, 
Film Dept., Wilmington, Delaware 


U PONT 
cellophane 
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hours. “Using easel charts,” O’Shields 
recounts, “our salesmen describe the 
sales points of our products, such as 
the long shirt tails, the stitching— 
which is different from that used for 
women’s blouses, the die-cut collars, 
the lack of darts. Some of our shirts 
have a feminine look, and some, such 
as our ‘Sissy’ shirts, are actually lace- 
trimmed. But-.we don’t go in for adorn- 
ments such as the jeweled neckline. 
All these things must be explained to 
shoppers, and sales people have to 
know them first.” 

Something else borrowed from the 


men’s wear industry is the “sold as 


packaged” policy. Though one shirt 
in each size is kept out for trying on, 
women who have previously bought 
Lady Manhattans rarely try them on. 
They pick up the packaged shirt, 
knowing sizes are uniform—and take 
it away. (The company has just 
changed its Lady Siakemen box from 
a patterned green monotone to a 
charcoal gray with the brand name in 
white script. The new package is more 
elegant and feminine. 

“Our customers are always looking 
for something new,” says O’Shields. 
“They are keenly promotion-conscious 
They like go-togethers, or coordinates. 


READY for 
you NOW! 


Want to know WHO bought WHAT KIND 
of New Car during 1959 in a retail market 
LARGER than any one of 35 entire States? 


WRITE, WIRE OR PHONE FOR YOUR COPY OF 


1959 New Car Sales 
in CLEVELAND 


This detailed study tells you how Cleveland families 
bought new cars by MAKE, by MODEL, by CENSUS 
TRACT and Economic Areas. It will show you how 
to get your share of automobile sales in Greater 
Cleveland and you can apply many of the findings to 
other important metropolitan areas. Your copy is 
available now — to help you make the most of 1960 sales. 


The Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, 


Chicago. Detroit, Atlanta, 
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By widening our line, we make it ue 
sible for them to sell not just a shirt, 
but a shirt plus a skirt, or a shirt with 
shorts. Another popular feature we've 
introduced is our ‘Always Availables.’ 
We have about 15 styles that are al- 
ways in stock, for reorders.” 

The Lady Manhattan staff of 20 
salesmen all work out of the main 
office under Sales Manager Robert 
Mitchell. They are paid salaries and 
commissions against drawing accounts. 
Thev have their own cars and do a 
great deal of traveling, “about 48 
weeks out of the vear,” says O’Shields. 

Manhattan does not go in for co- 
operative advertising, but furnishes 
mats and other dealer aids to stores 
Probably the most widely used is a 
nameplate counter unit with the Lady 
Manhattan logotype, which reinforces 
the buyer's association of the product 
with the brand. 

Six years after it was first created, 
the Lady Manhattan Division has na- 
tional distribution in hundreds of fine 
stores, and has expanded its line to 
include skirts and shorts. It advertises 
in such publications as ye or's 
Bazaar, Vogue, Mademoiselle, Seven- 
teen, The New York Times Sundey 
Magazine, and The New Yorker 


® Manhattan won't tell what percent- 
age of its total $39-million yearly vol- 
ume is in shirts for women, but it is 
acknowledged as making a sizable 
contribution. The “Lady” price range 
is from $5 to $14.95, the higher price 
for silk shirts. Biggest volume is in 
the 35 to $7.95 range, and many in 
the trade say that the firm’s $5-Dacron 
and cotton shirt is the best value in 
the market today. 

Faith in the future is expressed by 
the division’s Vice President O’Shields, 
in plans for continuous expansion: 
“Sixty percent of all women’s wear 
today is in spectator sportswear—shirts, 
pants, sweaters, jackets, skirts; and 
we're going after as big a slice of this 
market as we can capture.” 

Among Cluett Peabody, Manhattan, 
and Phillips-Van Heusen—the Big 
Three manufacturers of men’s shirts— 
only Manhattan carries the new line 
of women’s shirts. Two other manu- 
facturers who have entered the 
women’s shirt field are Marlboro and 
Hathaway, but neither approaches 
Manhattan in volume. 

The current vogue for separates 
(shirts with skirts or pants) is in Lady 
Manhattan's favor. “The demand for 
man-tailored shirts is rising, and it 
will continue to grow,” predicts 
O’Shields. “With the introduction of 
new products, we plan to capture a 
larger and larger share of the market 
which comprises 60% of all women’s 
apparel sales.” @ 


It won't do any good to corner the market in 
roundhouses, or sew up every sawmill in sight. 
The modern maiden is past-mistress of such crude 
contretem ps 

If you want her to buy your line, you'll have 
to convince her it will serve her individual pur- 
poses, whether to save time and money, or to 
catch and hold a man. 

When it comes to speaking to individuals— 
maidens, matrons and misters—on a mass basis, 
no medium serves better than Mass Mail. This 
versatile medium combines the selectivity and 
intimate appeal of a personal letter with the broad 
coverage of other mass media. 

Lemarge is one of the pioneers of Mass Mail 


How to 
make 
maidens 
willing 


to buy 


We've refined and sharpened the techniques of 
market and product testing and research to a near- 
science. On the basis of small economical tests, 
returns from each advertising dollar can be ac- 
curately predicted. 

Our knowledge recently helped a new and dif- 
ferent type of cook book to an overwhelming 
pre-publication sale. We knew the maidens and 
matrons who needed it, how to convince them, 
and the fastest, most effective way to get the 
message to them. 

Whether you're selling cook books or cruisers 
to the consumer market, chances are we can do 
as well for you. 


'LE MARG Et § Mass Mail Specialists 


isanaciemenenémenenen anadl 


Lemarge Mailing Service Company + 417 South Jefferson St., Chicago 7, Illinois 
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MOBILE UNIT NO. 7 arrives at the Carmody Corp. plant in 
Buffalo to show how Wales-Strippit machinery performs with 


Traveling Show 


Ferns of industrial equipment is often a 
problem as well as a sales tool for the industrial sales- 
man. While he fully recognizes the value of the live dem- 
mstration as an effective sales closer—assuming some kind 
»f mobile demonstrator is available—he recognizes that a 
high degree of coordination and practiced skill is required 
to turn a meeting of prospect, demonstrator and salesman 
into a fruitful result 

Wales-Strippit, Inc., of Akron, N.Y., has been providing 
its 26 field representatives with effective mobile demon 
tration units for more than ten years. These units are 
taken right to the prospective customer's plant in order to 
relate Wales-Strippit products directly to the prospect's 
production problems In 1958 the mobile units covered 
ver 100,000 miles in the U.S. and Canada, and put on 
1,530 demonstrations 

Wales-Strippit is a unit of Houdaille Industries, Inc 
ind manufactures a line of self-contained tooling equip- 
ment for punching and notching sheet material; a high 
speed punch press, called the Fabricator; and the Flex-O 
Drill, a precision template layout and drilling machine 

The first Strippit mobile demonstrator consisted of a 
station wagon pulling a trailer on which a Fabricator was 
mounted under a canvas cover. To put on a demonstration 
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the prospect's production-line problems. Trailer is a com- 
pletely self-powered unit, makes no secret of its mission. 


and Tell’ Clinche 


the trailer was pulled up to, or into, the customer's plant 
and the Fabricator connected to the plant facilities for air 
and electricity. In spite of its shortcomings, this trailer 
demonstrator, which had been built entirely in the Strippit 
plant, proved bevond question the value of this type of 
sales promotion 

Today Wales-Strippit has a mobile demonstration unit 
assigned to each of its three sales division offices in Buf- 
falo (Eastern), Chicago (Midwest), and Los Angeles (West 
Coast). Two of these units are trucks with van type bodies, 
while the third and newest is a tractor-trailer. All are 
completely self-contained, with their own power, air heat 
ing and cooling systems. They are literally sheet metal 
shops on wheels. The unit operating out of the Eastern 
Sales Division office in Buffalo is also used during the year 
by Strippit Tool and Machine Co. of Brampton, Ontario 
Wales-Strippit’s Canadian counterpart 

A specially qualified operator is in charge of each Strip- 
pit demonstrator. He is factory-trained to put on the 
equipment demonstration and also to handle the mechan 
ics of moving the unit from place to place. The itinerary 
for each unit is planned well in advance by the sales 
division manager based on the request of the sales engi 
neers in the individual territories 


DEMONSTRATOR explains features of Strippit “duplicator” 
to members of Carmody’s production and engineering staffs 


PLANT MANAGER, Alan Banzhaf, discusses the finished dem- 
onstration workpiece—a success—with one of his associates. 


Industrial Sales 


Russell A. Johnsor 


has significant figures to back his enthusiastic support of 


Strippit's general sales manage: 


mobile units as effective selling tools His analysis shows 
that over 21% of the demonstrations result in an order 

To fully understand just how Strippit uses its mobile 
units, here is a step-by-step pictorial report of a demon 
stration. The prospective customer is the Carmody ( orp 
of Buffalo, N. Y., designers and manufacturers of training 
devices that facilitate the transfer of knowledge and skills 
from a trained instructor to a trainee 

Carmody produce s industrial trainers that simulate com 
plex processes such as those found in oil refineries, chemi 
cal plants and steel mills—basic principle training devices 
providing practical illustrations of basic scientific data 
ind their application to industrial processes and equipment 

and military trainers that cover many different facets of 
modern weapons systems for all branches of the Armed 
Forces. Because the company has extensive sheet metal 
requirements, it represents a prime prospect for Robert L 
Schweizer, the Wales-Strippit sales engineer covering the 
western New York territory. His previous meetings with 
Alan Banzhaf, Carmody’s plant manager, had been suffi 
ciently encouraging to indicate that a demonstration was 
the next logical step toward an order. ® 


THE AUDIENCE follows procedure with prints of the work- 
piece while the operator changes machine setup for them. 


AT OPPOSITE END, Bill Schrader, W-S Eastern Division sm, 
takes over, explains features of one of the other machines. 


POST-DEMONSTRATION DISCUSSION of applications goes on 
with prospect's chief engineer (in hat), and W-S’s R. L. 
Schweizer (r.), who called for demonstration to help sale. 
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Why Not 
Ask the 


Consumer ? 


There are unpredictables in every mar- 
ket venture but many can be picked up 
early from the one responsible—the con- 
sumer. His viewpoint will bring your 


market test much closer to reality. 


By GERALD W. TASKER 
Marketing Consultant 


fter the sales tests are done, stalemates over 

and decisions made when there’s nothing 
left to do but sweat it out—who will be the one 
to make (or break) your new product? 

Then why not ask him a few questions early 
in the game? 

Sales testing may be the acid test for market 
ing plans. It is widely used in pretesting all kinds 
of merchandising ideas before launching them 
on a national scale. It puts conference-room 
theory to the test of an unprejudiced market 
But 

While a sales test can tell you what—only the 
consumer can help you find out why. 

Whenever possible both should be used. A 
sales test at the retail level and a consumer 
opinion survey will each contribute a more com- 
plete understanding of the marketing problem 
being studied, be it new product introduction or 
new promotion. The two tests will complement 
and validate each other. 

The consumer survey provides answers to many 
vital questions over and beyond mere sales fig- 
ures. Of course some of these questions can be 
answered, at least in part, by competent analysis 
of these sales figures, but a survey of consumers 
helps to explain the results. First, for example, 
there is the problem of exposure to the idea. How 
many potential customers saw or heard the pro- 
motion? Perhaps only a small percent, due to 
some flaw in timing. On the other hand, the 
exposure may have been excellent. The sales 
test will not show this. Two ideas, tested simul- 
taneously in two different areas, may appear 
equally good only because one had much better 
exposure to buyers than the other. 

After the exposure rate has been determined, 
the consumer survey will measure interest in the 
promotion. Perhaps the interest level was reason- 
ably good, but some other factor held back the 
buying rate. One example would be a heavy 
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JANUARY 1960 CIRCULATION 
PHILADELPHIA DAILY NEWS 


A Gain of 115,763 Circulation in Only Two Years! 


From January 1958 to January 1960, circulation of the PHILADELPHIA 
DAILY NEWS has zoomed from 159,474 to 275,237. All without contests, 


premiums, or giveaways of any kind—accomplished by editorial 
excitement, editorial excellence. 


And under the stewardship of Triangle Publications, Inc., which acquired 
the tabloid DAILY NEWS just two years ago, 


advertising is climbing fast — 
1,425,289 line gain in only one year! 


The most spectacular linage increases have come in those advertising 


categories which interest our young, responsive audience. 


This on-the-scene verdict by readers and advertisers is excellent proof 
that DAILY NEWS vitality, its bonus ofa growing circulation, backed 


by local sales strength, give you more for your advertising dollar. 


PHILADELPHIA DAILY 


an afternoon newspaper, published by Triangle Publications, Inc., Walter H. Annenberg, Pres. 
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A novel way to keep 
telling your promotion 
story. We print your 


Lite Diet 
company name, trade- 
mark or slogan on 


Me 
SPECIAL-TIES 


Launch new products 
end sales themes... 
use at conventions, 
sales meetings or as 
premiums. Ideal for 
clubs and uniformed 
employees. Prices 
from 60¢. 

WRITE FOR DETAILS 


Scot lies un 


Dept. $3 401 Fifth Ave. New York 16, N. Y. 


WINDOW-STIK 


NEW LOW COST 
POINT-OF-SALE MATERIAL 


PRODUCED ON ACETATE WITH PRES- 
SURE-SENSITIVE ADHESIVE BACKING 


Available transparent or opaque. Easy to 
apply, no preparation, goes on with a 
flick of the finger. Easily removed after 
serving its purpose, eliminating dealer 
resistance to use of such display material. 


THE NEW EASY WAY TO 
PROMOTE AND PUBLICIZE 


* DOOR & WINDOW SIGNS, STREAMERS 
+ VENDOR & DISPENSER SIGNS 
* COOLER & CABINET SIGNS 
* MIRROR & BACKBAR SIGNS, STREAMERS 
+ SHELF & DISPLAY STAND STRIPS, STREAMERS 


Write for comprehensive 
fact sheet and samples 
Also get FREE copy of 48 
page full color “IDEAS 
IN ACTION,” crammed 
with illustrations and 
case histories — newest 
data on telling and selling 
with labels and tags 


allen hollander 
company, inc. 


385 Gerard Avenue, New York 51. N.Y 
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stock of competitive products in con- 
sumer pantries. Careful checking of 
sales over a long enough period prior 
to the test will minimize this danger, 
but the consumer survey provides 
complete assurance. In cases where 
the pre-check of sales has had to be 
cut dangerously short, this assurance 
becomes very important 

On the other hand, interest in the 
idea may not have paid off as well as 
was hoped even though it had been 
carefully tested in earlv stages. What 
seemed to be minor changes in the 
final version of the product or idea 
a failure of 
A change in color, shape 
Even if 


might be the reason for 
this kind 
flavor 
there’s been no change 
peculiarity might be affecting results 
For instance, the degree of sweetness 


could be the reason 
some local 


in a beverage. Consumer interest dur 
ing the test can have a major influence 
on results 

Next comes one of the most im 
portant functions of the consumer sur 
vev, the answer to the question, “Who 
bought?” How manv of the buvers 
were regular customers who simply 
took advantage of the promotion to 
stock up for future needs? If the per 
cent 1s too high the result will be a 
sales slump after the promotion has 
been completed 


& The primary objective of most pro 
motions is to develop new users, not 
just load up old customers. How many 
of the buvers are new customers? Are 
thev voung or old. rich or poor, heavy 
or occasional users? Had thev used tl 
product before. or are thev part 
i previously untapped market? 

The most important question for 
Did thev like 


the product well enough to become 


these new customers 


regular users? This last question can 
First, by 
a measure of their present intentions 


be answered in two wavs 


which will provide some indication of 
Second, there is the 
these 
new users at a later date to find out 
if thev really have continued to bu 


continued use 


possibility of re-interviewing 


In some cases these follow up Surveys 
can be repeated several times with 
profit 

Two consumer survevs are needed 
for a complete answer to all these 
questions. The first survev, made dur 
ing the base period while the sales 
check is determining current share of 
market, will make possible a measure 
of increase in awareness and accept 
ance of the product after the test. It 
will also establish the characteristics 
define the 
strength or weakness of the produc tin 


of present users and 
the test markets. It mav even be help 
ful in suggesting last-minute changes 


which will strengthen the promotion 
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In the case of a new product, the 
first consumer survey will help an- 
swer questions about important com 
petitors, making it possible to deter- 
mine what segment of the competition 
is most vulnerable. In any case, if 
the sampling of consumers is large 
enough, it will provide panels of users 
and non-users of the product, the 
brand being tested, and/or leading 
competitors. Such panels can be in 
again after the test, if 
For a new product, this 


terviewed 
necessary 
call-back technique is particularly pro 
ductive 

The second survey is made at the 
end of the test period unless the test 
is to run a long time. Sometimes a 
need for early information changes 
this timing. The study should be 
planned to discover any change in 
consumer attitudes, through the use 
of repeat questions. It should include 
additional points which have been 
raised by the first survey and during 
the test itself. If possible, the same 
people may be used for this survey 
or it may be based on a completel 
new projectable sample, identical to 
the first 

Some important things to find out 
at this time are: (1) how manv, and 
which consumers were exposed to the 
promotion at point-of-purc hase and by 
supporting advertising, and (2) why 
the promotion failed to attract those 
consumers who were aware of it but 
did not respond 

Where a sales historv has been kept 
on a regular basis, over a long period 
consumer interviewing may be cut to 
a minimum. Where the sales histor 
covers only a short period prior to 
the test 
about local buying pecularities, th 


and where little is known 


sales test and the consumer surve' 
make a perfect team. Ordinarily a con 
siderable amount of time and mone, 
have been spent for the test. The con- 
sumer survey will add very little more 
to the total cost. It adds enough to 
the value of the results to pas tor 
this many times over. @ 


Regional Distribution 
Problem? 


The complete range of re- 
gional market research prob- 
lems can be tapped with the 
facilities of Market Statistics, 
Inc., research consultants to 
Sales Management. Write: 
Market Statistics, 630 Third 
Ave., New York 17, N. Y. 


Radio Division 


The Original Station 
. Representative 
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Deceptive Ads 


piscriminatory ¥ 


Deceptive 


Discriminatory Rebates 


any sales executives and their 
salesmen find themselves in- 


volved in some of the unfair trade 


practices shown above. 

The sales executive may _ get 
“caught” by the Federal Trade Com- 
He calls in his lawyers to 
try to bail him out. Often, it’s too 
late The result: An FTC order to 


“cease and desist”; sometimes, pub- 


mission 


licity that damages customer relation- 
ships 

The executive hit by an FTC com- 
plaint—at times accompanied by front- 
page headlines—often can’t under- 
stand how it happened. His reaction 
“I didn’t do anything wrong All 
my competitors are doing it Why 
is the FTC picking on me?” 

What really happened? The in- 
tensity of competition led the sales 
manager or his salesmen unwittingly 
into some unfair trade practice. The 
pr actice became common throughout 
in entire industry. Customers, par- 
ticularly the very large ones, came 
to expect some form of special treat- 
ment. Suppliers saw this as just an- 
other cost of doing business. Soon no 
marketer could meet competition 
without adopting the practice. 

Yet, today, a sales manager al- 
ready involved in such a situation 
can do something about it. A sales 
manager about to be drawn into such 
1 situation can prevent it—without 
giving an advantage to his competi- 
tors. 

Without becoming personally in- 
volved, he can help lead to a com- 
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Discriminatory Services 


d Allowances 


Defamation of Competitors 


Selling Methods 
Oral 


How to 


plete, constructive cleanup of the 
practice throughout his entire indus- 
try—very often without FTC charges 
or unfavorable publicity. 

With the FTC emerging as a new, 
more powerful force with which busi- 
ness must reckon (SM, Jan. 15, page 
33), the sales manager can well afford 
to take a new look at “voluntary com- 
pliance” with the FTC. To help 
eliminate or avoid unfair trade prac- 
tices, he can now take advantage of 
the voluntary methods made available 
by the FTC. 


Today, with competition more in- 


‘ons 
ration 
° resen 
MisreP 


Deceps; . 


Stay out of 


tense, with the FTC more active in 
smoking out unfair competition, it is 
the responsibility of the sales and 
marketing executive, not the legal de- 
partment, to stay out of trouble with 
the FTC. Here is how to do it. 


> There are two programs of volun- 
tary compliance offered by the FTC: 
“trade practice rules” and “guides.” 

More often, the FTC’s trade prac- 
tice rules are the way for the Dusi- 
nessman to avoid trouble. Since 1926, 
the FTC has helped 164 separate in 


dustries agree on and adopt their own 


the FTC: 


proper trade practice. 


To Be Sure: Check with FTC 


Here are some ways of being sure that you stay out of trouble with 


@ The sales or marketing executive can obtain advance comment on 
any sales or ad program he plans to put into action. Whether it is 
an ad campaign, co-op ad plan, special pricing schedule, discount offer, 
special deal, etc., the sales manager can get, in advance, a completely 
confidential opinion from the FTC as to whether or not the plan will be a 


The sales executive need only write to the Bureau of Consultation, 
Federal Trade Commission, Washington 25, D.C. He should explain 
his proposed sales or ad program and, in the case of advertising, 


send proofs, tapes or film of the ad message. The FTC will promptly 
advise whether or not the proposed trade practice is proper, but will not 
follow up to determine whether the businessman complies. The FTC 
advises that it can usually reply to such a question within a week, but 
an answer to a scientific question may take longer. The commission now 
receives about 600 inquiries a year. 
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Selling below Cost 


Push Money”? 


Imitation of Trademarks 


Written Misrepresentations 


Fictitious Prices 


Trouble wit 


industry-wide rules relating to trade 
practices (see the complete listing of 
these industries on page 64). 

Trade practice rules are advisory 
opinions for the guidance of business- 
men. The rules are designed to elimi- 
nate and prevent, on a voluntary and 
industry-wide basis, trade practices 
and methods of competition and busi- 
ness behavior which constitute viola- 
tions of laws administered by the 
FTC 

These rules clarify the laws: thev 
do not create new laws or restrictions 
of business. 


Exclusive Deals 


Price Discrimination 


Discriminatory Promotional Allowances 


h the FTC 


Any sales manager, company, or 
trade association can apply to the 
FTC for an industry conference to 
draw up a set of trade practice rules. 

The sales manager has only to write 
to the Bureau of Consultation, Fed- 
eral Trade Commission, Washington 
25, D.C. In his letter he should briefly 
describe the industry, its size, annual 
sales volume, trade groups concerned, 
and the trade practices to be consid- 
ered at an industry conference 

The FTC will then call a trade 
practice conference for that industry 
if it appears that 


such a meeting 


@ When doubtful about ao certain trade practice of a competitor, 
the sales or marketing executive—possibly wishing to adopt it himself 
if it is legitimate—should write to FTC’s Bureau of Consultation to get a 


confidential ruling. 


@ When convinced that a competitor is engaged in a clear-cut viola- 
tion of the Law, the sales manager can report the violation, on a com- 
pletely confidential basis, to the FTC’s Bureau of Investigation. 


@ When irked by the business practices of a small competitor not 
in interstate trade (and consequently not within the jurisdiction of 
FTC), a company can usually do something about it. Most states have 
statutes known as “‘truth-in-advertising” laws, and several states have 
intrastate trade practices. A 
state attorney general usually produces the necessary action to curb 


further laws covering 


abuses of these laws. 


In other areas, the Better Business Bureau is able to do much to 


clean up unfair trade practices, particularly at the retail level 


letter to the 
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would advance the public interest or 
the best interests of the industry, or 
bring about more adequate observance 
of the laws over which the FTC has 
jurisdiction. 

Many trade practice conferences 
are called when an industry has a 
bad situation on its hands—when one 
of the many unfair trade practices 
is becoming widespread. Individual 
companies are drawn into such prac - 
tices, almost without choice. Then 
thev can’t afford to back out. 

At this point, someone usually 
writes a letter to the FTC. He need 
not worry, for it is strict FTC policy 
not to publish or divulge the name of 
a complaining party 

After investigating, the FTC often 
chooses to avoid the expense and time 
involved in formal legal proceedings 
by calling an industry trade practice 
conference. (Such an opportunity for 
voluntary compliance is not afforded 
when the alleged violation of law in 
volves false advertising of food, drugs, 
which are in 
herently dangerous; the sale of fa- 
brics and wearing apparel which ar 
so highly flammable as to be danger- 
ous; or the suppression or restraint 
ot competition through conspiracy 01 
discriminatory or monopolistic prac- 
tices.) 

All interested parties—manufactur- 
ers, wholesalers, distributors, jobbers, 
etc.—are invited to the trade practice 
conference. The session usually lasts 
one day, sometimes two 

The industry members are 


devices or cosmetics 


given 
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an opportunity to propose rules de- 
signed to eliminate and prevent un- 
lawful trade abuses. They are able to 
blow off steam and air their gripes 

After the conference, the FTC re- 
leases a draft of proposed rules and 
schedules a public hearing on these 
At the hearing, industry members and 
all other interested parties, including 
consumers, may express their views 
m the proposed rules 

When the final trade practice rules 
have been approved by the FTC, they 
are published in the Federal Register 
ind a copy is sent to each member 
f the industry known to the FTC 


his entire procedure is aimed at 
voluntary compliance. To encourage 
this, the FTC also circulates a brief 
acceptance form for each industry 
member to sign showing his intent to 
observe the rules. The average return 
of these forms to the FTC is about 
50% . 

Thirty days after the final rules 
are issued, all industry 
whether or not they signed their will- 
ingness, are expected to be complving 
voluntarily with the new code. This 
gives everv industry member a clean 


members, 


slate. Individuals or companies break 
ing the new industry trade practice 


looking 
for a 
launching pad? 


Columbus, Ohio, is the place to get the 


grass-roots reaction to your new prod- 


uct 


Looked upon as one of the truly 


reliable test markets in the nation 


imbus 


recently was used by the 


Reader's Digest to get a cross-sectional 


the 


bu 
too 
U.S.A 


page 


nation as a whole 


of that magazine's penetration of 
The Digest sur- 
und their figures matched al- 
the decimal on almost every 
in their book 


ty 


fou can take advantage of Colum 


inique character as a test city 
For complete facts on Test City 
request your copy of the new & 


Columbus Dispatch test market 


booklet 


REPRESENTED NATIONALLY BY 


O'Mara & Ormebee, Inc 


New York Chicago Detroit 


San Francisco Los Angeles 


Columbus Dispatch 


Evening and Sunday 


and) Columbus Citizen-Journal 


Morning 


/ 


a 
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rules can expect to be dealt with 
sternly by the FTC. 

Once an industry has gone through 
this rule-making procedure, its mem- 
bers acquire a new—possibly a first 
awareness of the FTC’s role in ow 
free enterprise system. Sales managers 
and their salesmen can develop a 
working familiarity with trade prac- 
tice rules and avoid careless involve- 
ment in illegal practices. Also, they 
can report violations confidentially to 
the FTC 

Many companies distribute copies 
of their industry's complete trade prac 
tice rules to their entire sales forces 
Although, because of a Congressional 
limitation, the FTC cannot supply an 
individual company with more than 
50 copies of the rules, it will give 
permission for full reprint 

Violators of the trade practice rules 
do not get by with a slap on the hand 
They can be prosecuted not for 
breaking a rule—but for violating one 
of the laws which the FTC enforces 
This fact points up the voluntary na 
ture of the rules—as a layman's i: 
terpretation of Law, not as an addi 
tion to the laws regulating business 

Yet some businessmen see a neca 
tive side to trade practice rules. The 
do not want to become involved with 
Thev feel that 


their industry can get along without 


i Government agencs 


trade practice rules Thev sav the 
don't want an FTC spotlight turned 
on their business activities 


The FTC 


this attitude, but it warns that ignor 


does not quarrel with 


ance of the Law is not an acceptable 
violation The FT 
mak: trade practice rules availabk 


excuse ror al 


to those who are interested in staving 
out f Regardless of the 
existener of rules, the FTC stands 
ready prosecute violators of th 
Ls to the fullest extent 


rouble 


& Besides using trade practice rules 
the FTC employs its so-called “guides” 
to encourage voluntary compliance 
with the Law 

issued by the FTC as 
its interpretation of the Law 


Guides are 
without 
industry conferences or hearings and 
therefore in a minimum of time. Thes 
ire directed towards certain practices 
which are of major importance, such 
is advertising or labeling, and ar 
ailable to the public 

The guides do not depend on initia] 


made ‘ 


industry cooperation and therefore can 
be issued to cover industries which 
are not inclined to join in a program 
of voluntary compliance. Thev ar 
sometimes issued to meet problems 
common to Trans industries or to Tt 
state FTC polic vy and thereby alert 
business to what has been held to b 
continued on page 62 


Railway Express 
lowers 
rates 


> 


AN 
HARD! 


4, / 


/ 


C, 


when you combine weight 


New Railway Express rates on multiple shipments can save you up to 50% or 


more! The rates apply to shipments of 300 lbs. and over on a wide variety of com- 
modities ... to shipments of 1000 lbs. and over on many other commodities. You 
can ship to as many consignees as you wish... can ship charges prepaid or collect. 
Railway Express gives you service no other organization can match. Look! 

Nationwide coverage to 23,000 communities in the U. S. 

International service to and from almost anywhere in the world 

Unified, one-carrier responsibility all the way 

Door-to-door delivery at no extra charge (within authorized limits) 

Special low rates on many commodities 

The kind of transportation that best suits your particular needs 
We're busy as beavers putting into effect new incentive rates to solve your “small 
shipment problems.”” Next time you order or ship, specify Railway Express. 


RAIL -AIR+> SEA 
HIGHWAY 
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service 


spanning the nation 


Not just door-to-door, but truly a 
room-to-room moving service for 
household goods. Next time you 
or your employees transfer, call 
your Wheaton agent for person- 
alized service. 


Your Wheaton agent also 
moves trade show displays 
and exhibits, electronic de- 
vices, office equipment 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


TULSA’S new $35,000,000.00 AIR TERMINAL 


This new project will not only mean greater payrolls and 
construction, but puts Tulsa ahead of most mid-western 
cities for the jet age. For real response to your advertising, 
select bustling, vital TULSA, one of the TOP FIFTY markets 
in the U.S.! Remember, you're not “in’’ Oklahoma, unless 
you're in Tulsa. 


For More Business, Use the Oil Copital Newspapers 


> TULSA WORLD | 


TULSA TRIBUNE 


MORNING o EVENING * SUNDAY 


Represented Nationally by The Branham Co. Offices in Principal U.S.A. Cities 
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The FTC has issue 
since this program was formulated in 
1955—covering cigarette advertising, 
tire advertising, deceptive pricing, 
and bait advertising. 

These guides represent a real ef- 
fort on the part of the FTC to help 
the marketer help himself. The four 
guides received much publicity—pub- 
lication by newspapers and consumer 
and industry magazines, as well as 
wide distribution by companies, and 
consumer and trade groups. 

Written in layman's language, the 
guides effectively put the spotlight 
on malpractices. They alert consum- 
ers and serve as a rallying point for 
marketers who are anxious to achieve 
self-discipline 

For example, the guide on cigarette 
advertising, first issued in 1955, was 
the basis for the recent halt of “the 
tar derby” in cigarette ads. The FTC's 
Bureau of Consultation—headed by 
Director John Heim, and his assistant, 
Paul Jamarik—held conferences with 
each cigarette manufacturer and en- 
couraged a drastic change in the tone 
of cigarette ads. Consequently, the 
companies have abandoned their ap- 
parently conflicting claims in the tar 
and nicotine area. The outcome was 
hailed by FTC Chairman Earl Kintner 
as “a landmark example of industry- 
Government cooperation in solving a 
pressing problem.” 

It appeared the cigarette case was 
one in which FTC was poised to issue 
formal complaints for misleading ad 
claims against the entire industry 
Yet, through voluntary compliance. 
the FTC and the individual companies 
accomplished in a month what may 
well have taken vears in formal hea: 
ings and court proceedings. One or 
two individual industry members may 
be somewhat disgruntled by FTC's 
urgings, yet they evidently saw the 
wisdom of cooperating in this case 

Chairman Kintner recently indi- 
cated that a fifth guide—on broadcast- 
ing advertising—is forthcoming. The 
FTC can also be expected to become 
increasingly active in issuing these 
guides 


illegal conduct in the Pe. 
four guides 


B® Under the leadership of Chairman 
Kintner, the FTC is actively seeking 
the voluntary compliance of business 
It is attempting more than ever to be 
a persuader rather than a policeman 
of business. In fiscal 1960, the FTC 
will handle an estimated 350 formal 
orders—a record number, yet small in 
view of the infinite variety and quan- 
tity of trade practices in our half-a 
trillion-dollar economy. 

With its present staff of 734 em 
ployees and possible budget of $7.5 


million in fiscal 1961, the FTC will 
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é¢Representative coverage my elbow. Give me 
one of your masterpieces in a page in the 

New York News. I need those 2,200,000 exclusive 
News readers. You told me yourself that 65% of 
them are from the over-$5,000 bracket. We 

got merchandise to move, chum!99 
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circulation will 


will 
NOT raise its 
announced 
advertising 
rates 


before the 
issue of 


at the 


earliest. 
Our top-quality 


continue to be 
competitive. 
>Greatest editorial 
content. | 
>Greatest ad 
response. 


>Lowest cost per 
thousand. 
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be urging the voluntary compliance 
of business as never before. Concur 
rently, it will be striking hard and 
selectively (as it’s proved it can) at 
marketers who refuse to comph 

For the sales executive finding him 
self at odds with the FTC, the out 


come could well be both « mbarrassing 


and damaging to sales. To avoid this, 
to stay out of trouble with the FTC, 
the best formula is self-discipline and 
voluntary compliance with the rules 
As Earl Kintnes “Nothing so 
invites self-cdisc ipline as the certaints 
of an effective and less happs alterna- 
tive. @ IGP 


Says 


FTC Rules Cover 164 Industries 


Exactly 164 industries today have 
their own trade practice rules. These 
rules were formulated jointly by mem 
bers of industry and the FTC 

These rules tell the sales manager 
and his salesmen, in layman's 
language, what they can and cannot 
do in the area of trade practices 

Companies in any of the 164 indus- 
tries listed below can obtain copies 
of their trade practice rules from the 
Bureau of Consultation, Federal 
Trade Commission, Washington 25, 
D.C 


Even though so many industries are 


Date 


Title Issued 


Accident and Health Insurance 
Industry 

Artificial Limb Industry 

Auto Pack ( Relating to the Re 
tail Installment Sales and Fi- 
nancing of Motor Vehicles) 

Barre Granite Industry 

Beauty and Barber Equipment 
and Supplies Industry 

Bedding Manufacturing and 
Wholesale Distributing Indus- 
try 

Blueprint and Diazotype Coat- 
ers Industry 

Brick and Structural Clay Tile 
and Allied Products Industry 

Buff and Polishing Wheel Man- 
ufacturing Industry 

Building Wire and Cable Manu- 
facturing Industry 

Button Jobbing Industry 

‘andy Manufacturing Industry 

‘anvas Cover Industry 

‘arbon Dioxide Manufacturing 
Industry 

atalog Jewelry and Giftware 
Industry 

‘edar Chest Manufacturing In- 
dustry 

themical Soil Conditioner In- 
dustry 

thina Recess Accessories In 
dustry 

‘ocoa and Chocolate Industry 

Yom bination Window 
and Door Industry 


1960 


Storm 


covered by individual trade practice 
rules, many others are not vet covered 
In many of the industries covered, the 
rules are rapidly becoming outmoded; 
in more than half, the rules are at 
least ten vears old. 

It is important to note that any 
interested person may write the 
Bureau of Consultation of the FTC 
to request a trade prac tice conference 
for his industry, either 
new rules or update outmoded rules 


to draw up 


The FTC strongly encourages this 
Here the industries 
covered by trade practice rules: 


are now 


Date 
Issued 


Title 


Dental Laboratory 


commercial 
Industry 

‘ommercial and Industrial Floor 

Machinery In- 


and Vacuum 


dustry 

or Toilet Pin Industry 
Burial Vault Manu- 
facturing Industry 


Fommon 


oncrete 


‘onstruction Equipment Dis- 


tributing Industry 
Allied 


forset, Brassiere and 
Products Industry 
and Toilet 


tions Industry 


‘osmetix Pre para- 
‘otton Converting Industry 


Button Buckle 
Manufacturing Industry 


“OV ered and 


rushed Stone Industry 
urled Hair Industry 

ut Stone Industry 

‘ut and Wire Tack Industry 
Joll and Stuffed 


lectrical Contracting Industry 


Toy Industry 


“lectrical Wholesalers Industry 


“mbroidery Industry 


ngraved Stationery and Allied 
Products Industry of the New 
York City Trade Area 


“nvironmental Testing Equip- 


ment Manufacturing Industry 6-25-57 
abricators of Ornamental Iron, 
Bronze and Wire Industry 12-9-32 
Feather and Down Products In 

dustry 1-26-51 


continued on page 114) 


OPEN THE DOOR... 
AND GET THE 
INSIDE 

REASONS 


WHY CHEVY 
DOES BETTER 
Y YOUR 

FLEET DOLLARS! 


Ol 1 glance inside to see all the extras fleet buyers in every type of business— insurance 
‘hevrolet build at no extra cost—crank-operated firms, public utilities, manufacturers—have found 
ventipanes, Safety Plate Glass all around, more room Chevy traditionally commands top trade-in over other 
to relax than any other low-priced sedans. These used cars in its field. Figure with this the operating 

‘reasons why so many customers who economy and dependability that have always been 
fleet operators specify Chevrolets. Chevy’s stock in trade—and you'll see why more 
‘al pluses also help explain why fleet buyers buy Chevrolet than any other car! 


* 


Your dealer’ all the facts on these pluses which Chevy alone gives you among the leading low-priced three: 
1 Higher door height offe rs up to 3.1 more inches for hat clearance for getting in and out. B Up loa full inch more 
front seat head room tn all sedans Up to 3.1 inches wider seating space. By Crank-ope rated ve ntipanes. EB Safety 
Plate Gla in every u indow. 6 Sliding adjustable sun visors -—On both side Ss -~in all popular mode ls. Con el- 
tence of one ke y for door , tgnition, glo e con partment and trunk. 8) Handsome enclosed steering column and 
color-ke ved ‘ leering wheel on all model S 29 Hand vi push-hi utton door lo« ks all « aro? und. FD . Ant i -glar ( hoo ls f 


frument. 11 Roon eT glove com par ‘iment 2 EB rceptional visil nil ly pro ided by wraparound 


rolet Division of General Motors, Detroit 2, » Michigan. : 
. . . . a : 
the car America likes to do business with! © <T7, PROLET 


sales to fleet buyers choice fleet car 


People looking for ideas 
the 


Better Homes and Gardens. 


5,000,000 COPIES MONTHLY 


look to 
family 


IDEA magazine 


A whole roomful of buying ideas here. That's BH&G all over—page after page ! 


interest in their homes and families. People with 
a conviction—ably abetted by BH&G’s editors 


Why do almost sixteen million men and women 
study Better Homes and Gardens so enthusiasti- 


cally month after month? Because they’re head 


over heels about Better Homes and Gardens’ edi 
torial doctrine which is simply this: ‘Want to live 
better? Here’s how!” 

There’s absolutely no place like Better Homes 
and Gardens for reaching people with an expansible 


that the thing to do with ideas is to try them. If 
you'd like more people to try your products, talk 
to your Better Homes and Gardens representative 

he’s full of ideas, too! Meredith of Des Moines 
.. . America’s biggest publisher of ideas for today’s 
living and tomorrow’s plans 


-.where America shops for ideas that make sales 


New Yorn 


x 


N\ 
~t 


Ks Ks) 


PRE-SELL CUSTOMERS 


More than ever before in the highly 
competitive field of mass marketing 
of consumer products, it is vital to 
create the point of decision prior to 
the point of sale. For maximum 
sales, pre-sell the more than 5! mil- 
lion heavy spending FIRST 3 MAR- 
KETS GROUP reader families with 
a convincing sales campaign in their 
most popular weekly reading habit. 


rir 


78.1. Mews Borlding, 7 


by the millions! 


By concentrating a sizable part 
of your advertising effort on the 
FIRST 3 markets of New York, Chi- 
cago and Philadelphia—which ac- 
count for about % of Drug sales, % 
of Food sales, % of Furniture, Fur- 
nishings and Appliance sales, and % 
of total U.S. Apparel sales — you can 
favorably influence buying decisions 
of customers by the millions. 


-_ 


ca" 


~s 


| | 
WEES suUUD ~ 


220 East 420d Street, MUrray Hill 1.4894 + Curcaco |! Ii! 


Iwbene lower, SUperser | 0043 - Sam Framcisco 4 Cali! 


New York Sunday News Co! 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer 


In these compact, most profitable 
markets where the family coverage 
of General Magazines, Syndicated 
Sunday Supplements, Radio and TV 
thins out, there is no substitute for 
FIRST 3 MARKETS’ dominant 
5! COVERAGE of all families. 

To make your advertising sell 
more where more is sold...it’s 


FIRST 3 FIRST! 


or 
Ie 


roto } 


Tod iy 


Magazine 


155 Montgomery Street, Garfield | 1946 - Los AmGELES 5. Cali! 3460 Wilshire Boulevard BUehit 5-35: 


How 
GE 


Stays 
on 


Top 


In the “dog-eat-dog business” 
of high voltage controls, Gen- 


eral Electric keeps constant 


pressure on the competition. 
GE redesigns its product every 
few years, then gives it a full- 


dress opening in the market. 


“Get out front and stay there! 
Make another move when competitors 
narrow the gap too closely.” 

That's General Electric Company's 
marketing strategy in many lines of 
industrial equipment. This strategy 
has proved particularly successful for 
GE’s Limitamp® high voltage control, 
a widely starter with 


used motor 


* Registered trademark of the General 
Electric Company 


broad applications throughout indus- 
try. 

‘A striking example of how this 
technique pays off was provided when 
a major redesign of the Limitamp 
starter was introduced in 1955. By 
1956, GE had boosted its sales almost 
50% over 1954. 

The Limitamp starter has led the 
field in both sales and design since 
1941, says L. J. Geiger, manager-sales 
Industry Control Dept., which makes 
the Limitamp. Yet, Geiger adds, “This 
is by no means a runaway market for 
GE.” It’s a dog-eat-dog business, GE 
admits — although the company dis 
likes using that term 

Since the major redesign of the 
Limitamp in 1955, competitors—West- 
inghouse, Allis-Chalmers, Allen-Brad 
ley, many others — had aggressively 
improved and promoted their own 
models. They had chipped away con- 
siderably at GE’s share of market. By 
1958 they had narrowed the gap 
again. It was time for GE to make 
another move if it was to maintain 
industry leadership 


& GCE has now made the move. Its 
latest Limitamp, completely rede- 
signed, was introduced recently. It 
is being sold vigorously to paper mills 
cement mills, petro-chemical process 
ing plants, rubber mills, metal rolling 
and processing mills, even public 
works and commercial buildings 

Chances are the new Limitamp 
model will again boost GE’s sales con 
siderably. One reason for the com- 
pany’s leadership in this and so many 
ther industrial products is found in 
the specialized nature of the General 
Electric organization—in the trained 
specialists in every phase of planning, 
designing, manufactur- 
ing, marketing and servicing a prod- 
uct 


developing, 


The combination of GE’s diverse 
resources, a high degree of specializa- 
tion, and a_ constant pe. sa on 
knowledgeable marketing often ex- 
plains GE’s outstanding success in 
industrial products — a brand of suc- 
cess that encourages further growth 
and leadership 

Behind GE’s leadership in the 
Limitamp field is a time-tested for- 
mula for planning and introducing a 
new industrial product. The key ele- 
ment in this formula is the customer 
In launching the Limitamp to broad 
industry, GE emphasized two major 
considerations: 


1. What features can be designed 
into the product to make it “promo- 
tion worthy”? Since such a product 
is expected to operate without com- 
plications, GE determines what fea- 
tures can be added to it beyond the 


Sales Management 


normal expected requirements. Says 
Geiger: “We must maintain a margin 
of design characteristics above our 
competitors’ if we hope to promote 
the equipment to any degree of suc- 
cess.” 

2. What aspects must be consid- 
ered in planning a comprehensive 
advertising and promotion campaign?’ 
This breaks down into two phases 
Introduction of the product to the 
sales force — and to the customer, the 
bull’s-eve of sales strategy and pro- 
motion planning 

To make a_ product “promotion 
worthy,” GE attempts to be first with 
new features that are customer ori- 
ented. GE has sought to bring out 
completely redesigned 


Limitamp 
starters whenever 


competitors were 
catching up with its designs. Limit- 
amps have been launched, first in 
1941, then in 1950, 1955, and in 
1959. Each incorporated “real ad- 
vancements in design,” says Geiger 
“With legitimate product firsts, there 
is no need for gimmicks or empty 
brag and boast approaches that talk 
big and say nothing.” 

To come up consistently with firsts 
market research and 
planning. These functions 
provide the customer requirements 
with which design engineers can spe- 


GE relies on 
product 


cify the right product 


®& Before commencing the design of 
the new Limitamp, market researchers 
had GE’s Apparatus Sales Division 
interview extensively the many users 
of motor control devices. Discussions 
were held with customers’ manage- 
ment, purchasing agents, plant engi 
neers, installation and construction 
men, plant operating personnel, and 
especially maintenance men. All were 
asked to specify the features they 
wanted in this type of product 

Once the survey team had accumu 
lated and analyzed the facts in terms 
of customer requirements, it became 
clear what results were required in 
the way of a new design. The re- 
maining problem was to interpret 
those requirements in terms of spe- 
cific product features which would 
sell the customer. 

Experience gained with earlier de- 
signs pinpointed specific improve- 
ments which could serve customers 
better. Also, such industries as rub- 
ber, paper and petroleum, had pre- 
pared tentative technical standards 
for this type of product. 

With this val, saan of informa- 
tion from the customer, work on the 
product began. “Nothing was spared 
in the effort to make it the ultimate in 
its field,” claims Geiger. GE called in 
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HOSPITALS | 


. .» SOURCE FOR FACTS 
AND FIGURES ABOUT 
HOSPITALS!!! 


On August Ist, HOSPITALS’ two- 
part Annual Guide Issue will be 
issued. It is the only complete au- 
thoritative reference for statistical 
data used in administrative plan- 
ning throughout the year. 


Your advertising message in this 
publication is read by more hospi- 
tal people with buying influence 
than can be attracted through any 
other publication. 


Your product story in HOSPI- 
TALS’ Guide Issue will be seen 
for a full 12 months by hospital 
administrators and key personnel 
who have authority to buy. 


Remember... 


PUBLISHING DATE: AUGUST Ist 
CLOSING DATE: JUNE Ist 


Send for folder 
“To Reach the Decision Makers” 


HOSPITALS 


of the 
N 

Chicoge 

Please send 

960 Guide Issve 


© Display Advertising 
Classified Product Listings 
Nome Title 
Compony 

Principal Product 

Street 


City State 


* HOSPITALS 


840 No. 
Journal of the American Hospital Association 
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Lake Shore Dr., Chicago 11, Ill. 
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several types of consultants from other 
operating sections of the company, 
such as specialists in installation, de 
sign, value analysis, and field appli 
cation engineers 

lo assure further the successful in 
troduction of the product, GE care 
fully analyzed the buying influences 
in an industry which is a big user of 
this product; then tested customer re 
action, by inviting these important 
specifying and purchasing influences 
to the factorv for a of the 
new design 

Customers reacted favorably to the 
initial design, vet offered many ideas 
and suggestions. Geiger remarks that 
“By bringing in the customer and 
letting him help determine what fea 
tures would be best for him, we can 
spot worthwhile advances that might 
perhaps, be recognized in. 
rhe result: 


yreview 
I 


no other 
product that is 
requested by the customer, appraised 
by the 
customer.” 

During development of the 
amp 


way 


customer, and proved by the 
Limit 
GE marketers prepared to in- 
troduce the product to both their 
field sales force Plans 
for a comprehensive promotion cam 
paign well before the 
duct was launched 


and customers 


were made 


eA comple te sales program b 
let was developed outlining the pro 
cedure for the overall promotion. The 
booklet lists sales spec ifie ad 


vertising and sales promotion objec 


goals 


tives, and an 


agenda for introducing 
the product to district sales offices 
and key customers 

The booklet includes a 
breakdown of the comple te 


tor the 
] 


program 
audience 
Mailing 
all inte: 
including field 
and application engineers 
Mailing lists were also drawn up for 
customers prospects, but re 
industries with great 
est sales potential 


promotion program 
selected to reach 
personnel, 


sts were 
ested GE 


sales force 


and 
stricted to key 


° A one-day work 
scheduled for GE 
Division's 


session Was 
Apparatus Sales 
Advertising & Sales Pro 
motion Department to develop spe 
cific promotion elements of the pro- 
gram. The function of the A&SP De 
partment was to turn established ideas 
into specific promotion pieces. In the 
work session a complete plan of action 
was mapped out and responsibilities 
delegated for the 
volved 


Various areas in 

The work session, carefully outlined 
in advance, included: (1) a complete 
review of changes in the original pro- 
gram booklet which would affect ad 
vertising and promotion planning; (2 
a review of the production responsi- 


1960 


already 


bilities of the product department and 
the A&SP Department; (3) several 
hours of detailed observation of the 
product, taking apart and putting to- 
gether this intricate piece of 
trical apparatus; (4) a round-table 
discussion to select the key benefits 
and features to be promoted; (5) es 
tablishment of complete 
which A&SP meet 
for subsequent inte rnal and customer 


elec 


production 
schedules would 
analvsis 
that 


presentations; and (6) final 
of the day's efforts to determine 
nothing had been omitted 

© A one-day sales meeting was set 
up. About 90 district sales managers 
and key invited to 
learn about the new Limitamp 

Bringing in the field sales force at 
this point laid the groundwork for 
future acceptance in district 
offices, to be visited later 
by the Limitamp sales spec ialists 


salesmen were 


sales 
which were 


e A tour of the 100 plus district 
sales offices where GE sales engineers 
ire assigned was scheduled for three 
weeks after the sales meeting At 
these meetings, kev customers 
lined up to hear the presentation 

The product presentation was built 
around three main sales tools 
a half-scale model of the 
ton Limitamp, and a sample kit show 
ing quality components 
and finishing techniques 
rhe portable sample kit was valuable 
in answering questions from sales 


were 


color 
slides one 
and manu 
facturing 


peo 
ple and customers on product feature s 
“ hic h normalls 


cannot be viewed or 


demonstrated 

e Advertising in several business 
and industry publications was planned 
for late 1959 and 1960 

GE “experienced exceptionally high 
publicity from the trade press,” says 
Geiger, because tailor eet news re 
leases on the Limitamp were devel 
oped for each major user industry 
For direct mail, 3-dimensional pop-up 
replicas of the Limitamp were usec 

A complete follow-up campaign, 
already ee out, will carry through 
1960. It will include additional cus 
tomer visits utilizing the visual tools 
mentioned. Follow-up advertising will 
stress the ease of installation, opera- 
tion and maintenance of the Limit 
amp. More direct mail will be sent 
to customers and prospects. Exhibits 
will be held at several national and 
regional trade shows 

The pay-off is that, in spite of the 
apparent success of the new 1959 
Limitamp, General Electric marketers 
are planning the next ad- 
They, and GE’s competitors, 
know that a new Limitamp, com 
pletely redesigned, will probably be 
coming in four or five years.® JGP 


vance 


And now... 


| publish 


er 


every month 


INGENUE was introduced to you just a year ago as a magazine 


with a new editorial concept for teen-age girls. Now, with 


SUCCESS assured ... five issues hat e been published, bought, and 


read...1NGENUE goes on a regular monthly schedule, start- 


ing with the August Back-to-School issue. 


Xo 

Through its solid newsstand circulation and 
rapidly expanding subscriber list, INGENUE has 
generated tremendous awareness and vociferous 
approval from hundreds of thousands of teen-age 
girls and their parents. INGENUE’s voluminous 
reader-mail is brimming with evidence of this 
spontaneous enthusiasm. Newsstand sales rose to 
better than 300,000 copies. Subscriptions currently 


total more than 75,000. 


We're pleased... and we're grateful to the adver- 
tising agencies and clients, an illustrious list of 


America’s greatest, who believed in us. 


There is much to tell you about INGENUE in 
the months to come: a new and exciting program 
for home economics teachers in high schools; a new 
and refreshing merchandising program for the 


nation’s largest department stores; an editorial ap- 


proach that is proving its amazing hold over the 
reader, its results for the advertiser... because 


INGENLE is rooted in reality. 


INGENLE will continue to be a “how to” maga 
zine for teen-age girls, serving them throughout the 
full span of their threshold buying years... in all the 
many ways that truth and guidance are needed. 
Editorial and merchandising plans are completed 
now for the first monthly issue, the Back-to-School 


number. We'll be glad to discuss the details with you. 


JULY ISSUE: on sale June 14°; closes May 2 for black & white copy 
AUGUST ISSUE: on sole July 26; closes June 10 for black & white copy 
SEPTEMBER ISSUE: on sale August 25; closes July 8 for black & white copy 


®Sales period 6 weeks 


The Magazine for Teen-Age Girls 


iIngenu 


Call your Dell representative now 


PUBLISHED MONTHLY STARTING WITH THE BACK-TO-SCHOOL AUGUST, 1960 ISSUE ON SALE JULY 26. 


YUkon 6-6300 


Published by Dell Publishing 750 Third Avenue, New York 
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Ingenue magazine 
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SY JANUARY 1960 


“High Sp it” a 
for retail saidal~ 


a 


—- 


—— 


sixth consecutive: month! 


Sales Management has listed Té 
as one of its “High Spot Cities” every 
month since last October. For six con- 
secutive months Toledo has been given 
a level of sales which equals or exceeds 
the national change in sales activity. 


With a trading area population of 


over one million and net effective buy- 
ing income of over $2 billion, Toledo 
offers and will continue increasingly to 
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offgt “fatfenal_| adveian?! in 
ate of unusual > re) 

nately 

family coverage o 

matched by 

nation. 


THE BLADE 


One of America’s Great Newspapers 
REPRESENTED NATIONALLY BY MOLONEY, 


REGAN & SCHMITT, INC. 


Mr. Gains 


“Mr. Beecham wanted me to delivah his expense account to you, pers‘n’'Ily, Mr. Gains, with the fond hope you'd fo’give 
some of his transgr . . . transgress . . . ah, transgressions . . . Sugah.” 
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“Never,” says Robert B. McKee, 
new v-p in charge of sales for Alumi- 
num Company of America, “has the 
future been brighter or the challenge 
greater in the area of aluminum mat 


McKee 


iluminum wall 


keting posed before an 
hand resting on an 
iluminum newel isa personable, di 
rect man, who has spent his entire 
business career with Alcoa, all but 
the first fraction 


purchasing) in the sales end of the 


when he was in 


business. His educational background 


; technical (Carne gie Tech now, at 
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A Lifetime in Aluminum 


63, he moves into Alcoa’s big sales 
job, to succeed Ralph V. Davies. Be- 
hind him is F. J. Close, who has been 
moved up from v-p in charge of sales 
development and industry sales. Close 
assumes the newly created post of 
v-p and general sales manager. One 
of Alcoa’s younger v-p’s, Close is a 
highly versatile person who, more than 
any single man, is credited with 
launching the metal curtain wall in 
building construction. It’s an innova- 
tion that has swept the country during 


McKee has 


the past five vears 


1960 


been a v-p for 15 years Close, 


considered a_ stripling by Alcoa's 
standards, has been with the company 
for 30 years, almost all of it in sales 
During his New York stint he handled 
such big jobs as the Empire State 
Building (750,000 lb. of aluminum 
and Rockefeller Center (3 million Ib 
Savs McKee: “The decade of the 


‘60's should be the most progressive 


we've ever experienced if we proceed 


to sell imaginatively and aggressively, 
with sound knowledge of what we 
have to sell.” 


-SM 


Durkee’s Limey Marketer 


There's still a trace of good roast 
beef in the accent of Frank J. Daniels. 
Fine: He’s the new marketing director 
of Durkee Famous Foods and everv- 
one knows Durkee’s is good with beef 
Daniels, whose big horn-rim glasses 
give him a slightly owlish quality, was 
born in England but has been in our 
sphere for a long time: He attended 
City College of New York and New 
York University, joined Durkee in 
1946. His most recent job with Durkee 
a division of Glidden Co.) was ad- 
vertising manager. Now he'll direct all 
marketing services from the company’s 
Durkee has 
marketing activities 


Cleveland headquarters 
consolidated all 
into a central marketing division to 


gain maximum results for its program 


THEY'RE 


IN THE NEWS 


BY HARRY WOODWARD 


of product and market expansion. As 
marketing director he'll have responsi- 
bility for developing marketing plans 
for the 5-plant Durkee organization 
He'll also establish marketing objec- 
tives, direct all marketing research 
To top it off, he'll ride herd over ad 
vertising, sales promotion, product 
planning and development activities 
Daniels joined Durkee at the Elm- 
hurst, L.1., plant, later handled vari 
ous administrative and management 
1950 he 


sent to division headquarters in Cleve 


assignments there. In was 


jand as sales promotion manager 
years later he became adver- 


took 


to serve with 


Seven 
tising manager. He time out 
during World War II 
the Army Air 


Force 


At Worthington: A New Sales V-P 


Worthington ¢ orp. (120 vears old 


] 


is one of the world’s leading manufac 


a highly diversified line of 


capital goods ¢ quipment and machin 


turers of 


ery pumps and compressors, alr con 
I 


} 


ditioning, heating and construction 


equipment steam power! machinery, 


motors, engines, turbines, valves and 


instruments: The venerable firm has 


kept pace with America’s need for 


specialized machinery—and with in 
dustrial manufacturing’s needs for ex- 
pert sales help and evaluation. Latest 
change in Worthington’s marketing 
setup is the decision to raise A. Wil- 
liam Fraser (left) to the post of v-p and 
looks 
like a nuclear physicist, is a graduate 
(Northeastern) 


who joined his company in 1929, just 


general sales manager. Fraser 


mechanical engineer 
before the depression struck. His first 
job: sales engineer. Later he was dis- 
trict office manager in Chicago, then 
came a stint in Paris as general Euro 
He became general 
marketing manager in °57. He’s 53, 
Watertown, Mass., has 
two daughters, one married and one 
Worthington’s net bill- 
ings to customers in 58 was over $184 


pean manager 


was born in 
still home 


million. Its decentralization program, 
completed in 1956, enables the giant 


to operate each division with the 


flexibility of an independent company 
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Florence 


blooms 


Here’s a flower of the new 
South, fragrant with the vitality 

of youth, alive with the 

accomplishment of maturity. 
Here’s Florence, symbol of a 

unique agricultural-industrial 
market in South Carolina, 

where 215,000 tv homes are 


effectively covered by one station: 


QwstTtw 


Florence, South Carolina 


Channel 8 «+ Maximum power + Maximum value 
Represented nationally by CBS Tv Spot Sales 


A Jefferson Standard station affiliated with 
WBT and WBTV, Charlotte, N. C. 
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= Vl 
Appliance 


Renting 
on Trial 


More 
Direct 
Selling 


‘Fair Trade’ 


Bill Axed 


Inside 


the FTC 


MARKETING NEWSLETTER 


Appliance makers are watching a great experiment with keen in- 
terest. Big Chicago appliance dealer is trying to rent 5,000 
General Electric dishwashers at $6 per month. Polk Brothers, 
$80-million-a-year merchandising marvel, is offering minimum 
5-month rental, no service charges. .. . This is just the be- 
ginning. Polk's tentative plans (if this scheme succeeds): 
Freezers at $5 to $10 a month; washer-dryers, $10; air condi- 
tioners, $7.50; color TV, $10 a month—all big-name makes. 


Chances are strong that appliance renting will sweep U.S. in 
two years. The situation is right. Consumers are in the mood, 
with more cash, more leisure than ever before. Selling by phone 
—in this case, renting— is catching on. All that is needed 
is for appliance makers to toss in credit to dealers. They're 
surely studying it .. . and eying Polk's test case closely. 


Door-to-door selling is surging. House-to-house sales on credit 
are hitting $1 billion a year—not to mention millions in cash 
sales of brushes, cosmetics, other high-turnover items. 


Selling on credit to house-to-house market is attracting many 
big makers of consumer goods—wmarketers of appliances, house- 
wares, cameras, toys, sporting goods, furniture, clothing, 
linens, many hard and soft goods. ... A market to watch. 


To make a hit in house-to-house market, your product should be: 
portable; easily demonstrated; strongly advertised; marked up 
high enough to cover selling and credit costs; an exclusive, 


to avoid direct competition with retail stores. 


"Fair trade" legislation has been “Kefauverized." Until re- 
cently, proponents of a Federal resale price maintenance ‘law 
figured that 1960 might be their year. Congress seemed primed 
to pass the bill by Rep. Oren Harris (D., Ark.) to allow manu- 
facturers to set minimum retail prices and enforce them against 
price cutters. ... But the bill, supported by strong segments 
of industry, died a quick death when Kefauver's investigation 
of drug companies produced damning headlines about price mark- 
ups on pharmaceuticals. .. . No longer is "fair trade" camp 
optimistic. Its slogan: Wait till next year. 


Washington observers wonder what will be the next industry, if 
any, to be urged by Federal Trade Commission to drop certain 
ad claims. Recently, FIC convinced cigarette makers to halt 
all claims in tar and nicotine area. . .. In other actions, 
an FTC hearing examiner ruled that Exquisite Form Brassiere 
had discriminated unfairly among competing customers. Ruling 
held that Exquisite paid co-op ad allowances and furnished 
"stylists" to favored big retailers but not to smaller accounts. 
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NEWSLETTER (continued) 


‘Marketing 
Subsidiary’ 
Pays off 


Boom in 
Beverages 


More 
Figures 


Marketing 
Miscellany 


Sales Management 


The “marketing subsidiary" is gaining popularity. This con- 
cept recently swept through radio-TV set industry. Zenith, 
Admiral, Motorola, RCA, Sylvania, DuMont-Emerson set up wholly 
owned marketing subsidiaries. ... Here's why: (1) to concen- 
trate basic marketing authority—along with full responsibil- 
ity for product styling, advertising, distribution, merchan- 
dising, etc.—in a sales company able to interpret market trends 
and act rapidly; (2) a tax angle—l10% Federal excise tax on 
"first sales price" of TV sets, radios, phonos is now paid on 
lower sales price, that from parent company to sales subsidiary. 


Behind this new emphasis on marketing: Makers of radio-TV sets 
had learned a bitter lesson in what for them was the "frantic 
fifties." Now there'll be fewer mistakes, less inventory dunp- 
ing, less wild price cutting . . . and more savvy selling. 


Certain prospects of more people, more leisure are inspiring 
soft-drink sellers to sharpen their marketing tools. Pepsi- 
Cola, after making significant inroads in Coke's share of mar- 
ket in fifties, will wage all-out war in sixties. 


Pepsi's plans include: record ad budget of $52 million, up 15% 
from 1959 (compared with Coke's estimated $40 million plus); 
$20-million drive to spot vending machines around U.S.; com- 
plete new line of flavored drinks (Coke is test marketing flav- 
ors too); new 16-oz. Pepsi bottle. .. . Footnote: Based on 
percent of sales, Pepsi's ad budget is twice Coke's. 


New accurate data for market planners is on the way: 


¢ New personal income data, from Internal Revenue Service. An 
experiment confined to Los Angeles and San Francisco will be 
expanded to six more cities this year, to 100 in 1961. Even- 
tually IRS will furnish adjusted gross income figures, broken 
down into income brackets, for most major markets. 


« Weekly reports on consumer expenditures planned by Census 
Bureau. Week-by-week estimate of retail sales is dream of Cen< 
sus officials—if Congress can be persuaded to put up the cash. 
Particularly sought are current statistics on “deferable con- 
sumer expenditures"—purchases of appliances, TV sets, furni- 
ture, etc. Census also wants to take over department store fig- 
ures, now handled by Federal Reserve Board. 


Candy and gum makers will spend about $60 million to advertise 
their products this year. . . . The dollar of 1900 is worth less 
than 29c in 1960. . . . After 12-year steady climb, direct mail 
ads in 1959 failed to top previous year's record volume—prob- 
ably as result of upward surge in postal rates. According to 
Direct Mail Advertising Assn., direct mail totaled $1,805 mil- 
lion in 1959, a $19-million dip from 1958. 
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How do you handle an out-of-town sales lead? 


Long Distance 


can help you 


make more sales 


A sales lead is perishable. It has to be handled fast. 
And nothing’s faster than Long Distance. 


With a Long Distance call you can... 


—relay the lead to a branch office 
—pass it on to a salesman in the field 


—or contact the prospect yourself. 


Whichever way you handle it, you'll move faster 
toward the sale when your first move is a telephone 
call. Try it and see if you don’t pick up more orders. 


LONG DISTANCE RATES ARE LOW 
Here are some examples: 

New York to Baltimore eee) ls. 

Pittsburgh to Detroit eee 

St. Louis to Omaha : +. 2. © oo 

Albuquerque to Los Angeles .... . £1.40 

Boston to Miami ole $1.70 


These are day rates, Station-to-Stati the first three minutes 


Add the 10% federal excise tax 


LONG DISTANCE PAYS OFF! USE IT NOW...FOR ALL IT’S WORTH! 
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Moving a Whole office? 


Trust everythince 


ae 
. 


Move overnight— start work in the morning. Whether it’s a big or small off 
move, you can trust your Allied Man to make it fast, easy and economical. He’s 


veteran at moving entire offices overnight or over a weekend. He’ll plan your mot 
organize it by departments and set every chair, desk and filing cabinet dov 


Not a paper , 
clip lost } ’ 
Trust your Allied ’ 
Man to have your ; % 
office back in pro- gS Pd 
duction sooner. He . . 
has the experience, “a — £4 
trained personnel, R 
ylenty of equip- ' re ee ota Won 
nee to aa big a 
moves easy. ; I Why you can trust your Allied Man. Your Allied Man is 
2 world’s largest mover—the leader in the moving busin 


Naturally, you can trust him for smooth, perfectly-organi: 
blueprint-precision office moving. 
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o your Allied Man 


xactly where you want it—ready for work. 
top worrying when Allied is on the job. That’s 
hy leading businesses everywhere trust 
bverything to the Allied Man. 


Call Allied Van Lines, Inc. 


Look for your Allied Man's 
number in the Yellow Pages 
under “Movers” 


More people do 
again and again 
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WILLIAM A. SIPPRELL, JR. 


DYNAMARKETER 


Secondhand Airplanes Create 
First-Class Worldwide Market 


By LAWRENCE M. HUGHES 
Senior Editor 


In the U.S. alone old automobiles are now scrapped at 
a 4.5-million-a-year clip. But here and abroad, used ait 
planes rarely die or fade away 

Always, there seems to be someone somewhere, who 
will buy and put to profitable advantage a plane which 
someone else has come to consider too small or too slow 
or otherwise too passé for his purposes 

Though William Abram Sipprell, Ir., president of the 
Babb Co., New York, admits that he can’t offer you a 
“Tin Goose,” he points out that this plump tri-motored 
aerial relative of the “Tin Lizzie” (the last one of which 
was produced by Ford Motor Co. in 1931 “continues to 
fly over every continent.” 

Of 11,000 bi-motored DC-3’s turned out by Douglas 
Aircraft between 1934 and 1946, to become the work- 
horses of commercial aviation, Bill Sipprell adds, 7,000 
survived the war and other hazards. With this plane, in 
fact, obsolescence was hardly a hazard. While the arrival 
of the new jets and prop-jets is rapidly pushing some 600 
piston-engine planes into the “secondhand” market, one- 
fourth of the 3,000 planes now operated by nearly 300 
commercial carriers across the world, still are DC-3’s 

For many of the replaced 600 (with estimated combined 
resale value of $300 million), Babb is finding customers 
among smaller and newer passenger lines, and by convert- 
ing them to air-cargo or “utility” service. In the last group 
ire “business” or “executive” planes 

In the U.S. in 1959, private planes (new and used, 
larger and smaller, of many types, and largely devoted to 
facilitating the job of Management) logged six million 
hours. Collectively, these planes were aloft two million 
hours more than those of all domestic airlines 

From Burbank, Cal., to Beirut and Bangkok, Babb 
keeps the old planes flying. In 1959 sales of this subsidi- 
arv of Flovd B. Odlum’s Atlas Corp. soared 153% to 
$24.1 million. Four-fifths of it came from selling used 
aircraft and the rest from supplying spare parts and serv 
ice for them 

In a yearful of 16-hour work days, during which he 
flies 200,000 miles, Bill Sipprell has plenty of opportunity 
to apply long experience in “negotiated selling” and 
foreign trade. Many of his customers are quasi-Govern- 
mental 


Last year's $24.1-million volume derived primarily from 
the purchase and sale (at 5% or less commission) of 50 
airplanes. These in turn involved 350 “negotiations.” 
Often Babb must complete a whole sales cycle, with 
widely different and distant groups of customers, before 
its net profit is realized 

In one recent cycle Babb sold six Scandinavian Airlines 
System DC-6’s to Aeronaves de Mexico. From Aeronaves, 
Babb took delivery of four Convair 340’s (which it sold 
to Linjeflyg, a Scandinavian internal operator) and two 
749A Constellations for other hoped-for customers. Both 
steps involved spare parts for all three types of aircraft, 
and the sale to Aeronaves also included pilot and ground 
crew training programs, conducted by Babb. 

The late Charlie Babb built his business largely on war 
surplus. In two years Bill Sipprell has had to reorganize it 
and start over, on a stronger and broader worldwide 
basis. 

Babb’s functional breadth is suggested by an illustrated 
brochure which says: “When you are considering aircraft 
sales, fleet purchases, financing, spare parts, and overhaul 
and modification . . . look to the Babb Co.” 

Until now Sipprell has been too busy to be interviewed 
Our get-together in his big Rockefeller Center office was 
interrupted by the arrival (among others) of Charles A. 
Csrroll, v-p for aircraft sales, who “advised” while Sip- 
prell listened with his other ear to a representative tele- 
phoning from Wake Island, where Babb is taking over 
some airport facilities. Another call, from Baltimore, was 
from a Babb man en route to Beirut and ultimately Iran, 
to sell two planes and parts. There was also a problem 
with a Convair 240 in Cairo. 

California-born, 52-year-old Bill Sipprell got his first 
amateur flying license when he was 20. Before moving 
into his present post, he says, “I knew such names as 
Sabena and Avianca only as a world traveler. But I did 
know some aircraft people. After many years of ‘trading’ 
in and with the Far East, and six years of living in such 
places as Shanghai and Hong Kong, I suppose I had to 
become resourceful and adaptable.” 

He boasts a working knowledge of Chinese and Spanish 
and “a few words” of French. 

For 13 years with William Hunt & Co., an American 


Sales Management March 4, 1960 83 


HOW TO STRETCH YOUR 
SALES TRAINING DOLLARS! 


SALES TRAINING 
FILMS 


TRAINING 
FILMS 
FREE for the asking! 


rectory should be in 


office 


6-page D 
every sale It demonstrates 
the versatility of sales films as the 

cleus of sales training courses 
troduction at sales or 

ngs; as a program 

as a supple 


fas a 


af 


writing us, today 
4664 RAVENSWOOD 
CHICAGO 40, ILL 


‘HEADQUARTERS FOR 
SALES TRAINING FILMS” 


100% 


Tax Deductible Homes } 


Virgin Islands 


minute 


~~ 


Sinavemammmenseemnnieennennmsttten nnn 
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corporation, and affiliates, he engaged 
in trade, contracting and shipping in 
the Far East. Among other things, he 
negotiated distributor agreements with 
U.S. companies for sale of their prod- 
ucts in that area. 

“The airplane,” Sipprell says, “can 
go places where there is no other 
means of transportation In China, 
when I was there, the only real rival 
to the big rivers was the DC-3. In 
mountainous Paraguay today the ait 
plane is pioneering 
transportation. 

“In Latin America, Africa, Asia, the 
Middle East and the Far East, air 
transportation is going to expand even 
taster — proportionately — than in the 
U.S. And on their more limited field 
facilities, only piston planes can op- 
erate.” 


long distance 


We discussed the building, now in 
progress, of a modern airport, to link 
ancient Timbuktu, in West Africa 
with the rest of the world 

For six years, as president of 
H. & B. American Machine Co., Paw 
tucket, R.L, Sipprell concentrated on 
building worldwide distribution of its 
textile machines. He broke into the 
news, he recalls, by trving to sell this 
company (“which I didn’t control!”) to 
American Machine & Foundry Co 

AMF’s chairman, Morehead Patter- 
son, “didn’t want to go further into 
the business.” But 
Sipprell got along well enough with 
“Mr Bowling Pin Spotter” see Dyna 
marketer, SM, Feb. 5) later to sell 
control of Cleveland Welding 
largest U.S. maker of 
addition to serving as 


president of Cleveland Welding, Sip 


textile-machinery 


him 
Co.,. second 


bic vcles In 


prell also became a director of tw 


other AMF subsidiaries 


®& At AMF, Sipprell became a 
quainted with some key men of Atlas 
Corp., largest “special situation” in 
vestment company, who were keeping 
in close touch Patterson's 
“growth” operation 
But before coming under Floyd 
Odlum’s wing, Bill Sipprell took a 
personal fling at merchandising. At 
Arizona Dis 
For two rugged years 
he strove to impress on the Grand 
Canyon State the merits of such 
brands as Kitchen-Aid, Motorola and 
Servel 
But competition, more rugged than 
the terrain, was growing even faster 
than the market. Or, as Sipprell re 
calls: “It was a dog-eat-dog situation 
My business was not successful.” 
Today, for each of the three main 
parts of the Babb business—aircraft 
sales, supplies and service — Sipprell 
counts only a few major competitors 


(William C. Wold 


with 


Phoenix he organized 
tributors, Inc 


Associates, for ex 


1960 


: 


ample, is the largest rival in aircraft 
sales.) He regards Babb as a “sort of 
General Motors of the business of 
keeping used planes fiving.” 

At this stage Sipprell would rather 
talk about sales, and sales prospects, 
than about net ahead he ad- 
mits, are modest indeed. But 
adequate profits would come from 
steadilh strengthened management, 
organization and volume 

“Ninety percent of our people,” he 
explains, “are engaged in selling.” Of 
16 executives pictured in the com- 
pany’s 2,000-print order brochure, 
half are sales executives. E. W. Wendt 
is V-P Carroll's alter ego in parts sales 
In the U.S. there are separate eastern 
and western sales managers for air- 
craft and for parts sales. There's an 
aircraft sales manager in the Middle 
East and an over-all sales manager 
for Latin America. The European 
manager, at Paris, and the men who 
run subsidiaries in Canada and Eng- 
land do a lot of selling, too 

Though both the air carriers and 
aircraft companies still see to the 
sales of a lot of their own surplus, 
Sipprell finds a growing trend among 
them to have used plane specialists 
do this for them 


more 


& The California division of Lock- 
heed Aircraft, for example, has named 
Babb as its agent. Babb is finding 
buvers for used Lockheed Super Con 
stellations and Boeing Stratocruisers 
now being turned in (as part payment) 
on new Lockheed Electra prop-jets 

Supplementing its own string of 
sales offices—the newest of them in 
Mexico City Beirut — Babb has 
ippointed representatives in 25 other 
countries al of the company’s own 
sales people are trained here. The two 
main requirements are aviation back- 
ground and sales bent 

For 1960 Bill Sipprell predicts a 
25% increase in aircraft sales revenue 
from $19.8 to $25 million. His rea- 
Increased demand for air- 
carrier seats; (2) expanding air-cargo 
operations; (3) growing demand for 
“more sophisticated equipment” for 
business flying; (4) equipment up- 
grading by existing smaller airlines, 
and (5) increased business from the 
Military Air Transport Service. 

Sipprell also sees a big prospect in 
the “re-engining” of propellor planes 
to turbo-prop—“at realistic prices, in 
relation to new airframe costs.” 

Though now servicing corporate 
fleets regularly (Esso’s, for example) 
Babb has just set out to sell used 
planes to this market 

Where will the business be five 
years hence? Bill Sipprell says: “We've 
set no formal sales target. But maybe 
we'll be doing $100 million.” @ 


and 


sons: (1) 
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THE SCRATCH PAD 
RRR Oe oo me RR 


Guess “Glad Wragges” was too, too 

obvious for Wragge Clothes 
. 

“Mitchell Urges Chair for Public 
in Strike Talks.”—Headline. Isn't that 
a bit drastic? 

* 

I could be wrong, but pavola 
sounds like a distant cousin of push 
moneys 

+ 

Headline for Campbe Il's soup “Oh 
Ladle, be good to me.” 

Books received: “Wake Up and 
Sell!” by Fred DeArmond (The My- 
croft Press, 120 pages, $2.50) and 
“How to Speak and Write with 
Humor” by Percy H. Whiting (Me- 
Graw-Hill, 230 pages, $4 95). Both 
are how-to textbooks by top practi 
tioners in their fields. Both pack per- 
sonal experiences as entertaining as 
they are instructive. The column is 
flattered to be cited in each. Without 
pavola 

. 

I like the tentative title of a forth 
coming book by Emie Kovacs: “John 
Has Fungus.” He overheard one of 
his kids sav that about a pet turtle 

. 

“Agency exp. an extra plus,” savs 
i Sunday classified. They mean an 
extra plus bonus dividend largess 

Like the fellow who ordered 
a demitasse and a cup of coffee, just 


bounty 


to be sure 
° 
Bill Wallace, Allied Mills, Liberts 
ville, Ill., wants “to reaffirm there's 
nothing new under Old Sol.” Says the 
P.O. did have a field of stars in the 
wavy cancellation mark to simulate 
a banner, back there under Woodrow 
Wilson. Sends a 1915 postcard to 
prove it. Thanks, Bill 
wipe the egg off my face 
® 


and now to 


When we shake in our shoes, Dis- 
raeli has some advice: “Success is the 
child of audacity.” 

« 

Food advertisers tell us we need 
protein, say that theirs has plenty of 
it, but never tell us what protein is 
or why every “body” needs it 

° 
Musings of a reformed trap drum- 


BY T. HARRY THOMPSON 


mer: The beat generation may have 
been beaten by a beat of its own con- 
triving. How our kids listened to it 
by the hour without being under 
heavy sedation I never quite knew 
. 
Yes, Virginia, there is a 
Claus. It’s a town in Indiana 
e 


Santa 


Steve Allen, of the low-giggling 
point Allens, may not know that his 


Mad Lib routine was spawned by a 
game his grandpappy used to play: 
“Joshua and Samantha at the World's 
Fair.” (That would be the Columbian 
Exposition at Chicago in 1893.) Cards 
were dealt containing nouns, adjec 
tives, and complete phrases. A reader 
would read from a book containing 
blanks. In turn, the players would fill 
in the blanks from the cards they had 
drawn in the deal. The incongruity of 
what Joshua and Samantha saw at the 
fair broke everybody up. As they said 
in those davs, more darned fun, more 
people killed! 
+ 

There’s no restorative like rest, and 
the Italians put it patly: “A patient's 
bed is his best medicine.” 

a 


Babv-sitter: Girl with a colic edu- 


cation 


The Boldness to Dream 


success. 


wick or a gas mantle 


Boldness to Dream 


is backing his judgment 


all its divisions, too. 


hang of it 


Let's dream a little! 


The line is from Moss Hart's autobiography, “Act One:” 
(Reader's Digest Condensed Books). It is descriptive of Mr. 
Hart's life. His fervor for the theater was almost fanatical. 


He knew what he wanted from the time he was a boy in 
Brooklyn, drying skins in a furrier’s vault. He had The Boldness 
to Dream. He knew that perseverance can change failure into 


Thomas Edison knew there was a better light than an oil 
His early incandescent bulbs at the 
Columbian Exposition had to be changed every 15 minutes as 
they burned out, but, Baby, look at them now! He had The 


People told GM's Ed Cole that a rear-engine car was for the 
birds, but he had unshakable faith in it. 
as a Cadillac engineer to put the engine in the back, and Corvair 


We need The Boldness to Dream in whole-sell marketing and 


Twenty years ago, we never thought of buying toothpaste 
or rubbing alcohol at our grocer’s. Earlier still, it was kukie 
to think you would one day buy cameras and flashlights from 
the man who filled your doctor’s prescriptions. 


Colonel Schick had The Boldness to Dream when he set out 
to switch millions of men from blade-razors to his electrical 
vibrator, which snipped whiskers off at the skin line. Without 
blades. Without lather. Without a mirror, once you got the 


He risked his rep 
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get the 


facts about 
this 
important market 


WRITE FOR YOUR COPY TODAY! 


Sell office supplies and equipment? Apparel? 
Cosmetics? Or other women’s products? 
TODAY’S SECRETARY’s new Fact File gives you 
the facts you'll want to have about selling 
this important, influential buying group. 


TODAY’S SECRETARY is the key to the booming 
secretarial market —the only magazine 
reaching a concentrated, nation-wide paid 
circulation of secretaries in business and 
training. Over 145,000 young career women 
subscribe to TODAY’S SECRETARY .. . and sur- 
veys show that over 345,000 additional pass- 
along readers see the magazine every month. 
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TODAY'S SECRETARY readers are a major in- 
fluence in the choice of office equipment and 
supplies. They're a higher income group who 
spend millions of dollars on apparel, groom- 
ing aids and all women’s products. 


Get the facts about selling this important, 
growing market. Phone or write for your 
copy of TODAY's SECRETARY’s Fact File today. 


TODAY'S 
SECRETARY 


Magazine 
330 West 42nd Street, New York 36, N.Y. + LOngacre 4-3000 


‘Let's 
Meet 
at 

the 
Airport 


There's many a ce ntemplated sales 
meeting that died in the planning 
Otten a 


with some of the field bovs in the 


stage “quit kie” meeting 
other regions would really straighten 
But, with 


all the trouble in getting reservations 


out a few sales problems 


for transportation ind rooms, a meet- 
ing place downtown, to say nothing 
of time for everyone to get from the 
terminals—and then the whole repeat 
performance to get everybody out of 
town well, the qui kie meeting gets 
skipped 

Here's a company that found a way 
to hold these one-day 
save on travel time 


sessions, and 
ind all sales meet 
ing expenses The Rogers ( orp., ot 
Conn. (near Hartford), holds 
Field (the 


Hartford—Springfield airport for all 


Rogers 
these meetings at Bradley 
major air lines), specifically, at the 
nearby Schine Airport Hotel. The last 
meeting started at 9 am. and ad 
with two of the 
participating salesmen on an outgoing 
flight 15 minutes later 

rhe new meeting policy, 


journed at 5 p.m 


first tried 


il TAR I 
the 


-* hl 


/ 


FLYING REP—Rogers Corp. sales meeting at airport hotel was ideal for Philadelphia 
representative who arrived in his flying club plane. Some came by air lines. 


in the summer of 1958, went into full 
effect in the fall of 1959 with the final 
meeting for the vear. An immediate 
benefit, besides the savings in time 
and money, was a general firming and 
urgency added to the tone of the 
meetings 

Airport-located meetings are the 
brainchild of Norman L 


Rogers’ director of marketing 


Greenman, 
They 


are held every four months, have the 


heartv concurrence of the sales force 
and of Saul M. Silverstein, 
president and always an active par- 
ticipant in the meetings. 

Greenman reasoned that by having 
meetings near the field, he would 
eliminate the fatigue, anxiety and ex- 
pense inc ident to getting to and from 
the airport, save money on meals, and 
yet provide the desirable isolation 
and full service. The company gets 
better than seven solid hours of con- 
ference time, with the field men more 
attentive because they don’t 
about catching planes home. And 
when plant personnel from the com- 
pany’s three Connecticut locations 
(Rogers, Manchester, and Willimantic 
are required, it’s just as easy to move 
one of them to the new meeting place 
as to get them to the old country inn 


compan 


WOTITY 


FAST PACe of tightly scheduled agenda 
is tempered by informality. Sound of 
jets at nearby airport is said to act 
as impetus to keeping a lively tempo. 
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“Our sales figures are not 
telling us the WHOLE story, 
Mr. Chairman!” 


Your company’s sales figures probably 
influence decision-making as much as 
any management tool you have. But if 
you depend only on your own books 
to tell you whether you're gaining or 
losing ground in your market, you can 
go badly astray. You really need a 
reliable way to measure sales against 
market potential. 

If you sell to the new construction mar- 
ket, there’s a unique way to get this 
vital “other half of the story.” DODGE 
CONSTRUCTION STATISTICS — 
tailored to cover just the areas where 
you do business, and just the types of 
buildings that represent your market— 
give you an accurate picture of the 
activity in your market as a whole, or 


territory by territory. 

Get the full story on the many ways 
DODGE CONSTRUCTION STATIS- 
TICS can help you make sounder mar- 
keting decisions. 


Dodge Construction Statistics 


help you in determining whether 
you're losing or gaining ground in 
your market; 


help you in making valid short-term 
predictions — to control inventory, 
production and promotion; 

help you in setting realistic sales 
quotas; 

help you in evaluating performance 
vs potential for individual salesmen 
and distribution outlets 


F.w. dO 


DODGE CONSTRUCTION STATISTICS 


F. W. DODGE CORPORATION I 


CORPORATION 


F. W. Dodge Corporation 
119 W. 40th St., New York 18, N. Y., Dept. SM30 


Please send me your booklet, “Dodge Construction Sta- 


tistics 
Decisions.” 


Name 
SEND FOR 


| 
THIS 

| 

| 

| 

I 


Compony 
FREE BOOK! Address 


City 
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location near the main plant. 

Two of the 9-man sales force be- 
long to flying clubs and use their own 
Tri-Pacer Cubs for transportation from 
Philacelphia and Penn Yan, 2 
Two Ohio men and one from Chicago 
get in by commercial flights. Boston, 
Connecticut and New York men can 
either fly or drive in on super-high- 
ways, without encountering the — 
lems of getting to the main plant's 
rural location. 

Most actually arrive the night be- 
fore, which takes care of socializing— 
and some actual business. Then at 9 
a.m., with a tightly packed agenda, 
the meeting gets under way. The 
morning session has one 5-minute 
break (without coffee) and the after- 
noon period has the same. In between, 
the men step across the motel hallway 
to a room already set for lunch—and 
the food, pre-ordered by the company 
and brought over from the airport's 
kitchens, is set before meeting par- 
ticipants without time wasted looking 
at menus. In half an hour the eating 
is done and the meeting starts picking 
up momentum again over coffee, be- 
fore moving back across the hall for 
the main afternoon session 


& The company can meet in a stand- 
ard double bedroom, cleared for the 
purpose, because of the relatively 
small group involved. Out-of-town 
men are housed in rooms off the same 
hallway. Noon checkout is easily ob- 
served, with everyone actually packed 
before 9 a.m. 

In addition to the field men, those 
in attendance at the full meeting are: 
the company president, marketing di- 
rector, sales v-p, sales coordinator, 
and a representative of the firm’s ad- 
vertising and public relations agency. 
Plant operating people are scheduled 
for appearance at certain hours, come 
in at those times, then leave. One ob- 
server at the last meeting noted that 
the fairly frequent roar of jets leaving 
the nearby airport served as a con- 
stant reminder to move the session 
along according to schedule. 

Rogers Corp., employing about 350 
seople, manufactures an extensive 
™~ of “Fiberloys”—non-metallic com- 
binations of fibers and chemicals—and 
a line of plastic molding compounds 
and specialty rubber compounds and 
parts. The materials are used for elec- 
tronic and electrical insulation, in mis- 
siles, in shoes, and as matrix material 
for making rubber printing plates. 
Sales in 1959 are expected to reach 
about $7 million. 

One thing that all agree upon as an 
ideal asset of the airport meetings is, 
that after adjournment, the men have 
only a 2-minute ride before enplaning 
for the trip home. 


Here’s a uniquely effective MERCHANDISING OPPORTUNITY for 
SALES in America’s prosperous, fast-growing suburban market 


In selected residential suburbs where super- 
markets and other merchants depend on their 
reguler advertising in the local community 
newspaper to build traffic and sales . . . 


Suburbia Today 


"ME the colorgravure magazine of 
CANT ni Tt the same influential newspaper 


Nesey irene use. 
reer 


Wet Hitt sl 
\ Walt 


’ 


uy 


Basic to the recognition of SUBURBIA TODAY as a national medium 
for food advertisers is the saturation local coverage of 190 care- 
fully selected newspapers that serve 471 residential suburbs. IN GLEN BURNIE, MD. ond neorby 


suburban Pasadena, Linthicum, 

Arnold and Serverna Park, the 

' : : February 4th issue of the Maryland 

Now in its second successful year, SUBURBIA TODAY extends Gazette News, with which the Feb- 

your product promotion in 38 key metropolitan areas to the rvary issue of SUBURBIA TODAY 

, 4 a was distributed, included the ods 
finest high-income suburbs and an audience of 1,295,881 home- of these chain tapemmeiinte 


owning, multi-car families who shop in the suburbs. The 
growth of the suburbs (and their community newspapers) . . . FOOD FAIR 
the new suburban concentrations of successful executives and wet bia. 


their large families . . . a social life based on gracious home 


entertaining . . . the popularity of suburban shopping centers PENN FRUIT 


and modern branch stores... all suggest that susuRBIA Topay 


deserves a key position on your media schedule. ACME FOOD STORES 


Local Impact...in Depth, in Colon AgP 


You'll bring new and valuable forces into play when you 


announce your advertising in suspursia topay! Retailers, dis- 
tributors, chain headquarters and your own field sales organi- 
zation will offer merchandising cooperation with your specific, 
concentrated, local support in the suburbs where virtually 


everybody reads the community newspaper and suBpuRBIA TODAY. 


Leonard S. Dovidow, Publisher 
Potrick E. O'Rourke, Advertising Monoger 
John M. Bodger, Western Advertising Monoger 


James |. Thompson, Advertising Monager 

NEW YORK 22: 405 Pork Avenve, Ploze 5-7900 

DETROIT 2: 3-223 General Motors Building, TRinity 1-5262 
CLEVELAND 15: 604 Hanne Building, PRospect |-4677 
ATLANTA 3: Cogiil, Pirnie & Brown, 1722 Rhodes Haverty Bidg 


JAckson 2-6113 
SAN FRANCISCO 4: 235 Montgomery St, YUkon 2.0924 
LOS ANGELES 5: 3670 Wilshire Bivd., DUnbirk 1.3821 


I'h« Mawgzazine of P asant 
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ONE NEWSPAPER concentrates its circulation in the 6-county 


Detroit trading area-where more people live and more retail business is done 
than in all the rest of Michigan. That paper is THE DETROIT NEWS. In this 
5-billion dollar business area, THE NEWS sells the most papers and produces 
best results. That’s why THE NEWS carried more linage in 1959 than both 
other papers combined. In Detroit, the ONE to use is... 


The Detroit News 


Largest Trading Area Circulation, Weekdays and Sunday 


New York Office T, 00 EB. 42nd St. e Chicago Office: 435 N. Michigan Ave., Tribune Tower 
Pacific Office: 785 Market St an cisco @ Miami Beach: The Leonard Co., 311 Lincoln Road 
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How to Get Retailers 
To Use Your P-O-P Displays < 


One of the most prevalent prob- 
lems in merchandising today is getting 
point-of-purchase displays in and u 
in retail stores so they can do the iob 
they were designed to do. 

While there is general improvement 
in manufacturers’ display material, 
many retailers still report that much 
of the point-of-purchase material they 
receive is unused and wasted. They 
contend that such material should no 
longer be sent out on a mass basis 
They feel that manufacturers should 
do a better store research job and 
orient their merchandising programs 
to the needs of the individual retailer 

determining what kind of displays 
are usable in his type of outlet, the 
number of pieces he can use, and 
when he wants them put up 

To help you evaluate your own 
point-of-purchase activities in terms 
of those of other major advertisers, 
here are specifics from four companies 
on how they win retailer cooperation 
in scheduling their merchandising pro- 
grams: 


Eastman Kodak Co. 


© Do a continuing job of store re- 
search and promotion 


@ Insure use of display pieces by 
coupling a point - of - purchase pitch 
with something useful for the dealer 
Example: Provide ample space in rear 
for stock of small gadgets, literature 
pockets on top and let the front tell 
the story to purchasers. 

© Plan displays that enable the re- 
tailer to tie in many non-competitive 
products at one time. Reason: Be- 
cause stores are filled with products 
that did not exist ten years ago. Alli 
are aggressively promoted and the re- 
tailer finds himself swamped with dis- 
play materials promoting these prod- 
ucts 

e Feature a big full-color photo- 
graph such as a pretty girl or a pet 
It is hard for a retailer to resist, and 
sometimes displays featuring such pic- 
tures prove so appealing that parade 
floats are built around them. 

@ Bear in mind at all times the self- 
service trend. Example: At Christmas 
time offer a rack designed to display 
popular-price items. 
© Offer some type of dispenser year 


after year if your products lend them- 
selves to assortments. Many retailers 
are on the lookout for this type of 
display. A point of interest concern- 
ing such a unit would be to put a 
picture on the front to add to accept- 
ance of the product. Example: Ed 
Sullivan’s picture on the front of an 
Eastman film dispenser adds consid- 
erably to product acceptance. 

® Pay particular attention to a brand 
new product to be shipped out for the 
first time. Send it out with a complete 
merchandising kit, including such 
items as newspaper ad mats, folders, 
window streamers, display card or 
stand, and, last but not least, a how- 
to-do-it merchandising tip sheet 
loaded with display suggestions — 
everything to help the retailer to start 
selling immediately. 

e Explain to the retailer, through 
field salesmen, all that you as a manu- 
facturer are doing to direct customers 
to his store 

e Put a great deal of emphasis on 
the importance of point-of-purchase 
in dealer publications. Announcements 
of new display materials should in- 
clude an order blank. 


@ Use a self-mailer combination 
product bulletin and window streamer 
to keep dealers and their sales people 
posted on the products you will pro- 
mote on television. 


@ Maintain a large inventory of gen- 
eral point-of-purchase pieces such as 
film streamers and dummy cartons, in 
addition to material for specific pro- 


motions. Good mileage can result 


from dummy cartons 


® Select a strong selling theme which 
can be adequately promoted by field 
salesmen and strongly supported by 
all possible advertising media. The 
alert retailer usually can be convinced 
that he cannot afford not to be iden- 
tified with a manufacturer’s merchan- 
dising program by using point-of-pur- 
chase displays. Example: For the 
1959 Christmas selling season, East- 
man selected a “Give and Take” 
theme. It was used in all media, in 
several different magazines beamed 
at different markets. In addition, the 
theme was featured in some 40 TV 
Christmas commercials. Most impor- 
tant of all, a retailer identification 
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symbol was produced and printed on 
clear acetate. Eighty thousand were 
widely distributed to all types of out- 
lets. Magazine and newspaper ads 
illustrated the symbol, and readers 
were told that Kodak merchandise 
pictured in the ads was available at 
stores that displayed the symbol. 

e Impress upon and keep field sales- 
men sold on how important they are 
in any point-of-purchase operation. In 
addition to the sales force, it helps to 
have advertising representatives oper- 
ate regionally from sales divisions 
These men are trained in all phases 
of advertising and can be heavily re- 
lied on to service retailers in their 
point-of-purchase requirements. 


Armstrong Cork Co. 


© Make quality products and main- 
tain a consistent advertising campaign 
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to pre-sell and pre-sell them hard to 
the ultimate consumer. 

e Develop a basic approach to deal- 
ers. If you have a strong advertising 
campaign and if you have brand 
dominance or brand recognition in 
whatever product you may be selling, 
sell the dealer the concept that your 
advertising can give him the maxi- 
mum pavoff when its. power and in- 
fluence is extended to the place where 
people buy your product — the point- 
of-purchase 

e Orient your point-of-purchase pro- 
gram from the dealer’s and from the 
consumer's point of view. Design dis- 
plays and accompanying materials to 
compensate for the lack of retail sales- 
manship and to reduce the dealer's 
selling time. 

e Research the dealer's problems and 
offer him a solution with your point- 
of-purchase displays by building them 
around basic merchandising facts 
Every dealer has a group of best sell- 
ers, and if he could turn them faster, 
he could reduce his inventories. In 
many cases he is not able to stock 
vour complete line because it is 
costly to him 
e Bear in 


mind that selling the 


dealer and your own company’s sales- 
men on point-of-purchase is one sell- 
ing job — not two. 

@ Sell your point-of-purchase pro- 
gram to your salesmen, in every de- 
tail — show them how important it is 
as the logical payoff for your adver- 
tising investment. 

e Train your salesmen in techniques 
to get the dealer to think about point- 
of-purchase display to build up prof- 
its. Impress upon them the impor- 
tance of putting up displays for the 
dealer. 

@ Demonstrate to your salesmen that 
the dealer is not the ultimate con- 
sumer . that his dealers are really 
competing with all other dealers for 
the consumer's dollar . . . that they 
can improve their commissions when 
they help dealers to capitalize on your 
advertising by using your point-of- 
purchase displays 

@ Create for each dealer an atmos- 
phere of a convenient, clean, attrac- 
tive, well lighted, well arranged store 
that clearly tells the prospective cus- 
tomer—both from a distance and when 
she is inside the store—that it is the 
place to get the product she saw ad- 
vertised. 


© Prepare informative booklets for 
salesmen to use as sales tools to sell 
the dealer merchandise and the idea 
of improving his point-of-purchase 
displays by using advertising as a 
product advantage. In these booklets 
present all the facts on what you are 
going to do in the way of point-of- 
ideas — what, why, how much. 

e Publish news regularly in maga- 
zine or newspaper format — not puff 
sheets for your company — to provide 
dealers with point-of-purchase suc- 
cess stories, how other dealers have 
increased sales with point-of-purchase 
displays. 

@ Make the latest in ad mats avail- 
able to dealers and prepare informa- 
tive literature on elective retail ad- 
vertising and solving display prob- 
lems 

e Extend your  point-of-purchase 
selling to the dealer's ma wat by 
training your salesmen to sell the 
value of windows for point-of-pur- 
chase sales. Prepare a Pooklet pre- 
senting window display ideas 

¢ Bear in mind always that adver- 
tising works like the H-Bomb. There's 
one little secret lever that has to be 
clicked into position before all the 


Greensboro- 
OF THE NEW SOUTH’S MARKETS 
15th in Total Retail Sales 


Stimulate Drug Sales in Thriving Greensboro 


Over one fifth of the 


nation’s top metro- 


politan markets are in the NEW South. When 
advertising to this important 1l-state market 
be sure Greensboro is on your schedule. In retail 
Drug Sales, for example, Greensboro outsells such 
primary markets as Little Rock and Chattanooga, close 
behind Baton Rouge and Knoxville. A vital sales factor is 


the Greensboro News & Record 


400,000 readers daily. 


the only medium with dom- 
inant coverage in the Greensboro Market and selling influence in 
over half of North Carolina. Over 100,000 circulation daily; over 


Greensboro, 1st Market 
in the Carolinas, 


79th in the Nation 


Write on company letterhead for “1959 Major U.S. Markets Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro News and K ccord 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Ke 
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“With movies, we can train our people 
anywhere, anytime, without policy dilution.” 


says H.S. Logan, Training Director 
Household Finance Corporation 


“Our business is people. We have over 1000 branch man- 
agers throughout the United States and Canada who 
must work with people under a uniform HFC philosophy. 


“Management training movies are the quickest, most 
unerring, and as-close-to-personal way we've found to 
pass HFC policy from home office to branch. 
With movies, we can be absolutely sure of duplicate pres- 
entations and no dilution of policy. 


this 


“To show our movies, we've selected Kodak Pageant 
Sound Projectors. We think they give us fine performance 
on the screen, and quiet, non-distracting operation.” 


Kodak Pageant Projectors 
don't get in the way of the movie 


You, your instructors, or your salesmen don’t have to 
fumble with parts. The Pageant’s reel arms, belts, power 
cord are all permanently attached. A child can set up 
and thread this machine. Many do, in fact, in school- 
rooms everywhere. For a demonstration, call your Kodak 
audio-visual dealer, or for literature, write: 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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advertising can really start popping. 
That lever is called the point-of-pur- 
chase lever. It translates desire into 
action on the part of the consumer 
before the chance is lost 

e Last but not least, always remem- 
ber that the dealer does not have one 
loyalty and one allegiance. He is in- 
terested in what sells for him — what 
products he can turn at a profit. Sell 
him the advantage of your advertised 
products and then sell him the value 
of your point-of-purchase displays and 
materials in helping him to build up 
more profits 


The National Brewing Co. 


© Start all point-of-purchase | 
grams to meet a definite sales need 
What function must be fulfilled? Is 
it a piece for “on” sale, “off” sale ac- 
counts, or both types? Is it a special 
promotional piece or a “service” item? 
Rarely should a point-of-purchase 
program start with the creative work 
or with an attractive item presented 
by some supplier 

e Plan your creative work and work 
vour plan to get point-of-purchase 
displays up in the dealer’s store. At 
National the plan is for six months of 


the year. The plan for January 
through June is worked out in August 
and September. The plan for the re- 
mainder of the year is worked in 
March and April. Pieces and quanti- 
ties are selected right down to service 
items. Reserve provisions are made 
for the rapidly ended market, but 
the general pattern is rarely radically 
changed. 

e Develop a good distribution plan 
to meet promotional or sales program 
dates promptly. National has adopted 
a 2-week period as the minimum ad- 
vance time needed in the warehouse 
to insure a good distribution plan: 
Apportion the material to the divi- 
sions, branches, etc.; move it physi- 
cally as necessary to get it to the 
proper geographical area; train your 
salesmen in the mechanics of putting 
the pieces together and selling and 
placing them; design and put into 
execution a detailed account-by-ac- 
count distribution plan. 

@ Use every selling device to get 
the space some competitors are using 
National does not buy space or “deal.” 
Therefore it is an even greater chal- 
lenge to get and keep space. The abil- 
itv with which the piece is “sold,” and 
the idea, is probably the most impor 


tant means to get space. This relates 
back to something that was done 
beforehand during the “advance pe- 
riod.” 

e Train your salesmen to sell point- 
of-purchase—how to use it and where. 
Along with classroom sessions, equip 
salesmen with “How To” sheets which 
can be used as field manuals for the 
use of the display. The “How To” 
sheets also can help to sell the point- 
of-purchase idea. They give the wer 
something to look at, too. If the pro- 
gram warrants, conduct workshop 
sessious where the salesmen practice 
selling the point-of-purchase idea. All 
this training should make possible a 
better placement in the store. 

@ Merchandise company advertising 
at point-of-purchase. 

@ Make maintenance a must—every- 
thing from dusting off existing signs 
rotating signs and replacing them. If 
you have route salesmen, train them 
to dust off or wipe off display pieces 
and to report when they are missing 
From the time of the 
report, instantaneous action is the key 
to retailer satisfaction. Send a sales- 
man immediately to remedy anything 
that is wrong 


or damaged 


° Keep at least a once-a-week sales 
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B&D premiums provide terrific sales incentive! 


Put B&D power tools at the top of the list for your 
next sales incentive program. They're quality-engi- 
neered with a man in mind. More men, especially do- 
it-yourselfers, ask for B&D than any other brand. For 


Drills 


a he-man premium that will be enthusiastically re- 


ceived by your sales force... think of Black & Decker, 
and send the coupon below for complete information, 


World's largest maker of portable electric tools 


VYEaR 


Yack & Decker: 


centive program 


March 4, 1960 


Towson 4, Md. 


Tue Brack & Decker Mra. Co., Dept S-030, Towson 4, Md 


Gentlemen: Please send me details on B&D Tools for sales in- 


Why are more new-business-minded advertisers 
NOW using Nation's Business? 


ereturwee 


a 
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INDUSTRIAL 
DEVELOPMENT 
ADVERTISERS 


To sel] more businessmen— without paying a toll to 
tell their families. Other management magazines 
don't have half the circulation of NATION’s BUSINESS 

and in the big-circulation consumer magazines 
the business advertiser has to pay a whale of a lot 
for the non-business circulation he also must buy. 


NATION'S Business, on the other hand, takes your 
story to some 750,000 owner-executives—including 
23,000 in the top industrial 500 companies . . . plus 
presidents, owners, partners, and top management 
executives in 500,000 medium-sized companies 
across the land. Further, it presents your sales story 
in a business-like climate—for NATION’sS BUSINESS 
editorial province is just what its title suggests. 


rMEN 


Today, more and more business executives, rec- 
ognizing these facts, are changing their advertising 
thinking—using NATION’s BUSINESS to reach more 
deeply, and more directly, into the nation’s rapidly- 
expanding economy. And more and more agencies 
are recommending NATION’s BUSINESS because they 
see it as a means of getting your sales-story across 
to prospects you may not have known existed .. . to 
call on hard-to-see men your salesmen seldom get a 
chance to talk to. . . to secure direct leads to new 
customers, and reorders from old ones, between 
salesmen’s calls . . . and to go after a greater share of 
the total business market at a cost-per-thousand 
rate that makes it, dollar for dollar and prospect 
for prospect, your best business magazine buy. 


YOU USE NATION’S BUSINESS...TO SELL MORE OF THE NATION’S BUSINESS 


ADVERTISING HEADQUARTERS, 711 THIRD AVENUE, NEW YORK 17, N. ¥ 


this is fine lip medication .. . 


this is the 


LIKE BUY AGAIN 


marketed in lithographed metal containers, 
custom-styled and manufactured by J. L. Clark 


ap Stick is given identity —brand recognition, by its distinctive litho 


graphed container The container gives the product practical application, 


elps establish value, brings it safelv and successfully to market 
\ fine container a ways completes the brand” but each contaimer prob 
As with Chap Stick, individual requirements usually call for 


solutions. At Clark. new container de velopme nts and appli ations 


are tailored to meet your specific needs 


lark produces custor tvled metal packaging illustrated 
brochure, “Traveling Through Clark We will gladly 
f 


copy, as Wel us anv further in rmation you may desire 


J.L. CLARK 


Manufacturing Company 
Home office and plant, Rockford, lilinois; Liberty Division 
plant and sales, Lancaster, Pennsylvania; New York 
sales office, Chrysler Building, New York 17, New York 
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frequency. In metropolitan areas it 
pays to call on all accounts as many 
as five times a week. Train vour sales 
men to be your eyes and ears. Use 
visual aids as much as possible to 
point out to them how to tie in floor 
stacking with point-of-purchase and 
where to look for the best place to 
put displays 


e Adopt a policy of “domination 
without saturation.” National Brew- 
ing feels it must dominate the “hot” 
spots — the eye-level-attention-getting 
spots. Management feels that it must 
not, or cannot, join a “jungle” of com- 
petitive signs. It must tie in with the 
floor display of product . . avoid 
mounting too many of its own pieces 
To be able to do this, National fills 
the need with a few pieces, each of 
which it believes is superior in qual- 
ity to competitive offerings 

@e Remember at all times that the 
basic value of point-of-purchase is the 
idea behind the physical item. How 
good is vour idea? Does it work for 
vou? Does it work for the dealer? 
Is the idea well executed in the dis- 
play piece itself? Is the distribution 
plan well conceived and formulated 
before the point of pure hase piece 18 
presente d to the field? 


Calvert Distillers Co. 


© Think of point - of - purchase as a 
place of communication, but don't 
forget there is a middleman along 
the wav —the retailer 


® Take time to understand the re 
tailer in planning a point-of-purchase 
campaign. If vou consider his wants 
and needs and keep him in mind when 
planning, you can turn retailer apathy 
into retailer enthusiasm and coopera 
tion. Help the retailer, help vourself 
but help the retailer 

© Plan displays with utility value 
that performs a service for the retailer 
Example: Calvert's “Power to Please” 
program is an integrated program and 
well coordinated with the field sales 
plan. Many individual displays are 
involved. No single display stands 
alone. It is a package “my All go 
together to build up maximum im 
pact 

© Go all-out to sell your own sales- 
men and distributor salesmen before 
vou initiate a program. Calvert men 
travel the country with meeting kits 
containing the complete program ad- 
vertising, merchandising, sales pro 
gram. Separate meetings are held in 
each territory for company salesmen 
and to show each distributor how to 
fit the national program in with the 
local situation 

© Use a realistic prop at sales meet 
iings. Example: Calvert recently 


Blueprints like these... 
moved a complete division 
from New York to Barberton... 


America's Most Recommended Mover 


@ Moving a complete division (office furniture and equipment . . . employee's 
household goods, too) is a pretty large order. 

But, Mayflower takes these kinds of jobs in stride. They have the special 
equipment and the trained movers to handle any size company move smoothly, 
efficiently and safely. 

Babcock & Wilcox selected Mayflower. Every phase of the move was blueprinted 
to speed placement of furniture and equipment in the new Barberton, Ohio plant. 
And, to eliminate the least interruption in business, the moving of all six floors of 
furniture was accomplished in three successive weekend shipments . . 


. using 61 
Mayflower vans. 


Whether you want to move an office or a complete headquarters—a Mayflower 
“blueprint move” saves time and money. Your agent will help you plan it right! 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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created a retail store at its meetings 
counters, shelves, cash register, com- 
plete with different types of retailers. 
It showed the salesmen the kinds of 
customer reactions they could expect 
It gave them confidence and injected 
optimism in their work. They were 
able to look forward to bigger orders 
and earnings 
« Impress upon vour salesmen that 
they have two responsibilities: selling 
the retailer and helping the retailer. 
e Open your program with a store 
window display, giving a powerful 
brand message — flashers — plenty of 
light — which attract attention 
e Keep your brand name off some 
of your display pieces. By so doing, 
vou can prove to the retailer that you 
have his interests in mind along with 
vour own. Example: Calvert takes its 
“Power to Please” theme and turns it 
to the retailers advantage; the re- 
tailer has the power to please and to 
his customers he says, “We have the 
power to please. We plan parties, 
show a wide selection of wines and 
liquors, stock all leading brands for 
your convenience 
e Design counter displays to be 
service units. Examples: One of Cal- 


vert’s displays indicates to the cus- 
tomer the opening and closing hours 
of the store. Another one merchan- 
dises gift giving. Still another one 
asks this question: Planning a party? 
Take along our card. 

© Prepare booklets to help the re- 
tailer. Example: Calvert has a Party 
Encyclopedia — 100 pages filled with 
party ideas, food recipes, drink reci- 
pes, various toasts, etc. 

e Give retailers the opportunity to 
advertise on their own. Calvert pro- 
vides special ad mats which make it 
easy for them. 

© Offer special services to retailers 
Example: free gift wrapping. Calvert 
wraps any liquor or wine in fancy 
paper for the retailer. 

@ Merchandise your point-of-pur- 
chase program. Advertise to the trade. 
Design your ads to carry the story, 
show the display material, and have 
a coupon which permits the retailer to 
request a — personal call by one 
of your salesmen. Calvert salesmen 
carry with them a retailer’s brochure 
which shows all and tells all. It has 
pictures of all the display material, all 
ads—with everything designed to point 
out again and again to the retailer 


that the program is for him, an un- 
selfish program. 

¢ Prepare your salesmen to book the 
display program. Have the displays 
professionally installed for the re- 
tailer by your own display men or by 
outside services. 

e Have your salesmen revisit each 
account weekly to make sure the mo- 
mentum of the program is maintained. 
@ Make sure that sufficient inventory 
of your products is on hand and on 


display. s AE 


THE RECOMMENDATIONS for 
methods of getting dealer and sales- 
man acceptance of point-of-purchase 
material presented here are excerpts 
from talks before the recent workshop 
meeting of The Point-of-Purchase Ad- 
vertising Institute The speakers 
Donald M. Lewis, Jr., assistant direc- 
tor of sales promotion, Eastman Ko- 
dak Co.; Glen P. Dalrymple, Jr., ad- 
vertising manager, Floor Covering Di- 
vision, Armstrong Cork Co.; Walter 
Meighan, sales manager, Baltimore & 
Washington Division, The National 
Brewing Co.; Leonard Asher, sales 
promotion manager, Calvert Distillers 


Co 


We take pleasure in offering 


map value in a decade: 


CLEARTYPE > 


Business 
Control 
ATLAS 


of United States 
and Canada 


ome $9) .95 ea. 


a $13.35 value. 


Guaranteed the best 
value for your money 


or your money back! 


A full page map and index for 
each State of the U. S. and 
each Province of Canada 


Map of Canada and desk 
size map of U. S. included 


See your local dealer or write 


Hard, dirt-proof cover, 
spiral plastic binding 


© 120 pages. 


AMERICAN MAP CO., INC. 3 West Gist St., New York 23, N. Y. 
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Add brilliant printability to the clarity, toughness and other well-known 
advantages of polyethylene film, and you have a packaging material that 
can be a powerful merchandising tool for your products. Polyethylene 
film can be economically printed with clear, bright colors at high speeds 
and with sharp registration and good ink adhesion. Packages can be 
formed on automatic equipment—sealed by heat-sealing or with adhesives 
Opens New Packaging Film Markets 
Package designs that combine sparkling, multi-color printing with poly 
ethylene film's clarity open up new packaging and merchandising oppor 
tunities for you. Printed film is now being used for dry-cleaning garment 
bags, produce packaging, soft goods overwrap, dairy and meat packaging, 
laundered shirt packaging, and many special purpose applications where 
visibility, eye-catching color, and protection can be combined in a single 


package to give the product maximum sales appeal. 

When you investigate the merchandising possibilities of printed poly- 
ethylene film for your packaging needs, ask your supplier about the special 
advantages of film made from U.S.1. PETROTHENE® polyethylene resins. In 
addition to excellent printability, these films offer greater clarity at a 
given strength (or greater strength with no loss in clarity). PETROTHENE- 
made films are available in a wide range of thicknesses, with a combination 
of special properties to meet your every packaging need. Your supplier 
will be happy to advise you about them 


US Jrbustriat cuemicats co. 


99 Park Ave., New York 16, N.Y. 
Branches in principal cities 


WORTH WRITING FOR... 


Metropolitan Indianapolis 

Market information in this new 
study has been compiled from the 
1959 Annual Consumer Analysis. It 
is based on a sample of Marion Coun- 
ty’s 656,000 population (205,000 fami- 
lies). It’s a top market—15.9% above 
the national average in total retail 
sales. Effective Buying Income is $1.5 
billion annually—10.9% above the na- 
tional average. In the 45-county trad- 
ing area, including Indianapolis, it is 
$4 billion annually. Data cover em- 
ployment, housing, automobiles, va 
cations, household goods, shopping 
habits, food buying. Write Howard 
Wilcox, Director of Public Relations, 
Indianapolis Star & News, Dept. SM, 
Indianapolis, Ind 


Outdoor Advertising 
Market data by population groups, 


states, cities and towns 
there are details on 3-D Rotary (3- 
dimensional effect obtained when 
packages and products are cut out to 
stand out in giant size against a 
painted bulletin) to complement poster 
advertising for full market coverage or 
for special marketing impact; ceramic 
panels; 24-, 6-, 30-sheet spectacular 
panels; painted bulletins Write 
Parker James, Administrative Assist- 
ant to the President, John Donnelly & 
Sons, Dept. SM, Egleston Square, 
Boston. Mass 


In addition, 


Missile-Space Vehicle Market 

A growing market according to this 
new fact file. Better than two out of 
every three procurement dollars are 
spent on ground equipment which in- 
cludes: transport and launching, range 
and base instruinertation, communi- 
cations, range and base facilities, re- 


search and development. Data include 
how the ground support dollar is 
spent in 1960 and an estimate of how 
it will be spent in 1963. There is 
also a list of products directly con- 
cerned with the market. Write Doug- 
las H. Boynton, Advertising Director, 
Ground Support Eguipment Maga- 
zine, Dept. SM, P.O. Box 3993, 
Cleveland 20, Ohio. 


The Hawaiian Market 1960 

A survey of the 50th state as a 
market, which is included in a series 
on world markets. Data cover popu- 
lation and characteristics, the land 
and its climate, vegetable and mineral 
resources, energy and power, agricul- 
ture, livestock and fisheries, construc- 
tion and manufacturing, tourism, 
transport and communications, inter- 
state and foreign trade, income and 
standard of living, market classifica- 
tion bv counties, consumption and 
distribution. Write Arthur A. Porter, 
Vice President, J. Walter Thompson 
Co., Dept. SM, 420 Lexington Ave., 
New York 17, N. Y. 


Report on News Weeklies - 
Yardstick for .measuring the total 
reading audience of the three news 
magazines: Newsweek, Time, U.S 
News & World Report. Conducted 
by Sindlinger & Co., the study is 
based on 60,000 telephone interviews 
over a 12-month period, revealing for 
the first time, from a single unspon- 
sored source, information on the size 
as well as income, occupation and age 
of the reading audiences of the three 
magazines. The new study has been 
prepared from material collected by 
Sindlinger for the syndicated Maga- 
zine Activity report, which shows the 


size of reading audiences and covers 
over 40 magazines. From this material 
it was possible to secure a tabulation 
of reader characteristics of the three 
news weeklies. Write Charles E. Kane, 
Vice President, Newsweek, Dept 
SM. 444 Madison Ave., New York, 
N. Y. 


Prize Incentives 

A 72-page book which reveals that 
the trend is toward selection of luxury 
items. In keeping with the “family 
togetherness” theme, merchandise 
catagories and selections have been 
expanded to appeal to every member 
of the family. Nearly 2,000 well- 
known brand name prizes are offered 
Some 200 prizes are valued at $100 
or more. Write Gus Rechlum, Man- 
ager, Dept. SM, Premium and Incen- 
tive Division, John Plain and Co., 444 
W. Washington St., Chicago, Ill 


Direct Mail 

New 36-page, 2-color booklet which 
describes more than 150 personalized 
business and industrial mailing lists 
It also gives list counts and costs, and 
summarizes the latest postal rules and 
regulations. Write Henry Henderson, 
Manager, Direct Mail Division, Mc- 
Graw-Hill Publishing Co., Inc., Dept 
SM, 330 W. 42nd St., New York 36, 
N. Y. 


The Youth Market 


A consumer survey of a rapidly 
growing market made up of 16 mil- 
lion boys and girls in junior and senior 
high school. Not only do they have a 
spendable income of their own ($6 
billion annually), but they have in- 
fluence on the buying habits of their 
families. Data cover brand preference 
and ownership of everything from 
sports equipment, automobiles, soft 
drinks, photo equipment, to grooming 
products for both boys and girls. 
Write John Carter, Promotion Man- 
ager, Scholastic Magazines, Dept. SM, 
33 W. 42nd St., New York 36, N.Y 


Sales Aids from Advertisers 


Have you written for these booklets or 
samples described in recent advertise- 
ments in Sales Management? 


Leased Cars: Illustrated booklet about 
who should lease cars and who shouldn't 
The Hertz Corp., Dept. SM, 224 N. Wa- 
bash Ave., Chicago 4, III 


Advertising Page Exposure in Four Maga- 
zines: New study conducted by Alfred 
Politz. It measures Reader's Digest, The 
Saturday Evening Post, Life and Look. 
Peter E. Schruth, Dept. SM, The Satur- 
day Evening Post, 555 Fifth Ave., New 
York 17, N.Y., or Fred D. Thompson, 
Reader's Digest, Dept. SM, 230 Park 
Ave., New York 17, N.Y 


Air Freight: Six new ways to promote 
your product by air freight. Emery Air 
Freight, Dept. SM, 801 Second Ave., New 
York 17, N.Y 


Strategic Markets: Membership directory 
of public warehouses located in 87 mar- 
kets in the U.S. Henry Becker, American 
Chain of Warehouses, Inc., Dept. SM, 53 
Jackson Blvd., Chicago, Ill. 


Picture Power in Your Sales Message: 
Samples of a new sell-on-sight mailer. 
The Taylor-Merchant Corp., Dept. SM, 
48 W. 48th St., New York 36, N.Y. 


Company Anniversaries: How to tell the 
story of your company’s anniversary with 
advertising specialties, buttons, badges. 
coins, jewelry and other promotional 
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items. Green Duck Co., Dept. SM, 1520 
W. Montana St., Chicago 14, Ill. 


Memphis, Tenn.:; New market brochure 
on the total Memphis market with over 
2.5 million population. The Commercial 
Appeal and Memphis Press-Scimitar, 
Dept. SM, Memphis, Tenn 


Pipe Line Industry Fact Book: Market 
data compilation. Pipe Line Industry, 
Gulf Publishing Co., Dept. SM, Houston, 
Tex. 


Reader Action on Advertisements in Vari- 
ous Issues of Volume Feeding Manage- 
ment: Contains all quotes as reported by 
Daniel Starch & Associates. Volume Feed- 
ing Management, Dept. SM, 205 E. 42nd 
St., New York 17, N. Y 
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Two Dozen Ways 
to Sell Better 
In the Sixties 


By GEORGE MEREDITH * 


Perhaps the most important devel 
opment in the next ten years will be 
the tremendous impact of automation 
m business and manufacturing proce 
dures. With great strides being made 
in production and administration, sell 
ing will have to keep pace o1 fall by 
the wav_ide 

The rise of automation presents the 
sales executive with a new problem 
How to do his share of the job with 
the old while other 
branches of industry are moving 
with 
efficiency 


same tools 


ihead electronic speed and 


A lesson may be learned here from 
rehiring policies used by several major 
industries during 1959. Following re 
cession lavoffs (and before the steel 
strike), a great many plants quickh 
regained from 75 to 100% of lost vol 
33 to 50% of 
furloughed workers. Only a small por 
tion of this cut is attributable to m« 
chanical The 
slashing waste and 
giving rise to a new, hu 
the and 
greater utilization of human resources 
The challenge of the sixties cannot 
be met by hiring corps of salesmen 
or adding X percent to the ad budget 
these methods finally reach a logical 
limit 


ume—but recalled only 


automation 
brought about by 
inefficiency, 


rest was 


man automation greater 


It is the management of human 
labor, applied to selling, that will 
spark the sales success of the coming 
vears 


Management will have to integrate 


* George Meredith is director of Meredith 
Associates, Roselle, N.] 


sales promotion 
consultants 
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all the forces re sponsible for distribu 


tion and selling. Promotion, research 
packaging, sales, advertising, product 
development and public relations must 
unified 
approach to selling the product. Un 
less vou can afford the wasteful and 


often conflicting efforts of these sepa 


all be coordinated to form a 


rate departments it will be necessary 
to have a marketing director to head 
Even if 
unified effort produces greater results 


up operations you can a 


If vour accounting department has 
vequired a computer or some other 
electronic innovation, chances are it 
can provide vou with valuable data 
You may have elaborate sales-analvsis 
svstems automated orde r-entry and 
billing operations, or simply by-prod 
uct informat on growing out ot gen 


A talk with 


ccounting 


eral accounting functions 


vour controller or man 
ager may reveal statistical potentials 
vou haven't dreamed of 

Facts on geographic distribution 
market potentials, salesmen’s perform 
and customer activity are 


finest tools for better 


ime vou 


lower-cost sales 


success. The proper use of these tools © 


can also give vou a jump on new mat 
kets, by providing a fast flow of data 
on changes in buying and selling pat 
terns 

These two elements, a coordinated 
approach to selling, and the utilization 
of data processing machines are vital], 
important—but they often depend on 
cooperation of top management. What 
steps can the executive take 
starting right away, to get more out of 


sales 


hour of 
time? There are 
ways to put greater efficiency into any 


every sales dollar and every 


management many 


1960 


Here 24 which 


executives find most valuable: 


sales operation 
many 


are 


1. Make better use of sales statis- 
tics and forecasts relating to the na- 
picture. Published 
buving indexes, forecasts and analyses 


tional economic 
may be invaluable in interpreting your 
own sales statistics 


2. Improve your dealer and dis 
tributor relations. Study ways to pro- 
vide new services or materials which 
will help these people do a better sell- 
ing job for vou. Displays, advertising 
themes, incentives, cooperative allow- 
ances, sales training help and many 
other offer a 
swing them firmly behind vour prod- 
uct 


3. Make the of market re- 
search to uncover new potentials or 
pinpoint prospect categories. Maybe 
vou think vou know everything there 
is to know about vour customers 
but 


many 


areas may chance to 


most 


age and mcome levels change mm 


s 


areas and vou may be 
umazed at the sales profile of tomor 


row’s customer 


4. Plan for better sales meetings. 
Concentrate on the main point to be 
made im any 
ideas, provide take-home material for 
the men, evaluate vour presentation 
carefully in 
viewpoint 


meeting, organize your! 


terms of the salesman’s 


5. Intensify sales training. Rely on 
supervisors or senior men to help do 
the 
vour training program to detect and 


job with the vounger ones. Use 


build new managers for the expanded 
sales force that may be ahead 


before 


sales 


6. Recruit 
need them. 
and 


new men 
Use 


you 
your analy ses 
educated to anticipate 

for get them 
trained and on the way before the full 
weight of need is upon you 


guesses 


need nev men, and 


7. Streamline your sales paperwork. 
Study your internal reporting forms, 
order forms, procedures, filing prac 
tices, ete for outdated methods pos- 
sible shortcuts Keep as much of this 
paper away from vour own desk as is 
possible without depriving you of 


needed information 


8. Use more time-saving equip- 
ment, in branch offices as well as at 
Will an extra 
dictating machine, adding 
machine, copying unit or duplicator 
either reduce labor or cut down de 


headquarters electric 


typewriter 


lavs? These and other office aids may 
save their cost quickly when fitted to 
a specific need 


9. Look for savings in artwork and 
printing. Consult your production peo- 


SELL IT WITH MUSIC 
.-on RCA Custom premium records! 

Here's a premium that plays back in profits — self-liquidating 
RCA Custom premium records 

RCA records are the flexible premium, pin-pointing your market 
with hand-picked repertoire from RCA Victor's big-name catalog. 
Take your choice of singles or albums stereo or monaural. 

Even paper records — hard-hitting, unusual promotion tools — 
are yours for just pennies apiece! 

You can use records to launch new products, celebrate special 
events, even for annual reports. And when you choose RCA, you get 
complete service — selection of music recording service... art 
work and finished covers drop-shipping and warehousing 

For the best — at competitive prices — call or write RCA today! 


RCA CUSTOM RECORD SALES “A 


155 East 24th Street — New York 10, N. Y. — MUrray Hill 9-7200 
445 N. Lake Shore Drive Chicago 11, Illinois WHitehall 4-3215 
1510 North Vine Street Hollywood 28, Calif Oldfield 4-1660 
800 17th Avenue South — Nashville 3, Tennessee — ALpine 5-669] 
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ple on ways to get full effect out of 
your graphic-arts work at lower cost 
Economies in paper stock and size or 
shape, ganging up runs, repeating 
good advertisements, re-using parts 
of a piece of artwork, adapting the 
same materials for several different 
uses—these and other areas can cut 
your costs without loss of effective- 
ness; you may even find ways to get 
better results 


10. Study the advantages of dele- 
gating more authority to your subordi- 
nates. Don’t try to be a one-man sales 
force. You'll be a far more valuable 
executive and your subordinates will 
develop into more useful assistants if 
you delegate to the maximum practi 
cal degree. It may also forestall a 
heart attack! 


11. Measure your men on a system- 
atic basis. Set down some basic stand- 
ards and characteristics to evaluate, 
then have assistants rate men undet 
their supervision—you rate the super- 
visors. Put this on a regular basis, and 
make it a point to discuss every man’s 
report with his superior — then talk 
over problems with the man himself 
to help him strengthen weaknesses 


12. Re-evaluate your distribution 
pattern. It’s axiomatic that in many 
fields as few as 25% of customers ac- 
count for perhaps 75% of sales vol- 
ume. That doesn't mean dropping the 
other 75% would be smart, but some 
cutting back—some measure of selec- 
tive distribution—may permit you to 
come out with increased volume at 
less selling cost. 


Me 
MILLAR 


“Frelby, when | said there was a place for you in our organization, 
this wasn’t it!’ 
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13. Get more sales value out of 
your trade-show exhibits. Concentrate 
on featuring one or two items or prod- 
uct points—don’t confuse the visitor 
by showing everything. Evaluate your 
holdover display units in terms of this 
show. Study show-management rules 
and instructions carefully; this may 
save you money in shipping, erection 
and services. Plan your literature care- 
fully for the show, to support your 
exhibit, and tie in any vublicity effort 
that will help toward is same goals 
Brief booth personnel thoroughly on 
objectives for the show, with special 
attention to newcomers who haven't 
worked previous shows 


14. Cut the waste out of your pub- 
licity. Plan releases with care when 
they represent real news value. Pre 
pare lists to eliminate publications 
which have no possible interest in a 
given release. Don't try to use the pub- 
lication’s space rep as a wedge to get 
publicity in print—and don't heckle 
the editor; if it’s news he'll use it. Con 
centrate your effort on fewer releases 
and make each one more newsworthy 
Consider putting a good share of your 
publicity budget into preparation of 
case-history material involving your 
product in use. This may be easy to 
place with single publications on ex 
clusive basis, and good for re-use in 
your own promotion But don't. use 
amateurs on this type of publicity 
retain a professional writer photogra 
pher 


15. Improve advertising quality. 
More money will be going into adver 
tising, in all media. Competition will 
grow greater, and the audience will 
be more discriminating. Evaluate your 
campaigns — and your media list — in 
these terms. Once you've prepared the 
best ads possible for the most appro- 
priate media, don’t lose out by lack 
of follow-through. Do develop a spe- 
cific inquiry and follow-up system 
and be sure it’s used 


16. Make a periodic study of your 
sales-travel costs and time. Travel is 
an expensive item, and little wastes 
grow big rapidly. It will pay to check 
means of transportation used, most 
economical time usage (which may 
justify costly transportation) 
more effective routing, cost per call 


more 


in terms of each customer's potential 
value—and, of course, leakage in ex 
pense accounts 


17. Sell any plus markets you can 
reach. Most so-called secondary mat 
kets vield high returns for effort ex 
pended, once you are established in 
them. Depending upon what your 
produc ts are, take a long look at super 


markets, rack jobbers, trading stamp 
companies, premium and sales-incen- 
tive users, post exchanges and ship’s 
stores, club and party 


plans, mail 
order 


other distribution 
channels outside your normal pattern 


houses ot 


18. Investigate product tie-ins. A 
lot of strong promotions are built co- 
operatively between makers of com 
plementary products. If you've neg- 
lected possibilities here, take a good 


look. 


19. Put new life into your sales in- 
centive programs. Offer new and dif 
ferent awards. Above all, be sure all 
men can earn awards in terms of their 
own past performances, not competi- 
tively 


20. Use more direct mail advertis- 


ing to pave the way for your men 
Study ways to integrate your direct 
mail program into a continuous flow 
of material which will help build a 
stronger identity and emphasize your 
selling points. Give salesmen copies 
of direct mail pieces—or special pieces 
adapted from them —to leave with 
prospects. 


21. Keep up with the times in prod- 
uct development. We have a fast- 
changing world. Keep your eye on 
new potentials—test thoroughly—watch 
acceptance more closely. This applies 
of course, to all phases of product 
planning—including packaging, styling 
and new product uses. A little thought 
now will avoid headaches later 


22. Review your sales force's 
fringe benefits to keep men in top 


selling attitude. Unionization and un 
rest frequently result from frustrated 
demands for small items that are not 
costly. Hottest personnel trend of the 
moment is in fringe benefits. 


23. Hire the best men you can find. 
This doesn’t mean the Phi Beta Kappa 
graduate. Adopt good aptitude-testing 
methods, or create your own measure 
ment standards, to get the men best 
fitted to the need. Above all, don’t try 
to save money by hiring mediocre 
men. The turnover will be too great, 
and it’s costly in the end. 


24. Have your own good reasons 
for every move, and subject each step 
to all the tests you can think of. Do 
this now for the decade of the sixties 
and you'll be going strong in the 
seventies. @ 


CALIFORNIA 


BUYS 


SWIMSUITS 
SURFBOARDS 
and SUNTAN LOTION 


EVERYTHING 
UNDER 
THE SUN! 


S apparel store sales totaled 


San Dieg 
more than $77 a n last year 

eneral merchandise store sales exceeded 
topped 

urd largest 
market int fastest 
rowing metropolitan area in the United States 
You will sell San Diego best through 

two dominant daily newspapers 


The San Diego Union and Evening Tribune 


and Greate Angele € 


wn Daily Newspaper 
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DON'T SHOUT... 


a prospect is trying to hear what you say 


1960 


You OK an advertisement. It runs in the publications 
your prospects read. It shouts loud and well to at- 
tract their attention. Nobody responds. 

What went wrong? 


Maybe the ad shouted so loud prospects couldn't hear 
what it said. Like an announcer over the public ad- 
dress system at a carnival. The plain fact is that 
business advertising doesn’t have to shout, shouldn’t 
shout, and invariably does better when it talks 
quietly and sincerely to a prospect—man to man. 
There’s a reason for this. You may have 1500 pros- 
pects, or 15,000, but the only ones who will read your 
ad half as carefully as you do are the handful of 
prospects actively interested in your kind of product 
today—-NOW—at the very time they run across your 
message. 

Every farmer needs a tractor, and knows he'll have 
to buy another some day. But the farmer with money 
in the bank and a broken-down tractor in the middle 
of a ripe wheat field—he’s the one who’s going to 
study all the tractor ads that night, and react... and 
act! 

It’s essentially the same with your prospects, no mat- 
ter what you sell. Talk to the men who need your 
product now, and tell them all they need to know 
about it. Not as many people will hear the noise, but 
those in the mood to listen will find your message and 
if your product sounds good, you'll hear from them. 


THE SCHUYLER HOPPER COMPANY 
12 East 41st Street, New York 17, N. Y. 


“*Ditch-Digging Advertising’’* 
that Sells by Helping People Buy 


*nac.u.& fat.orFr 
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SALES ALES PROMOTION 


IDEA FILE 


By LARRY SCHWARTZ, President, Wexton Advertising Agency, New York 


Evaluating Businesspaper 
Advertising 


“value derived” from 
businesspaper advertising is a ticklish 
problem at best. Yet every advertising 
manager is called upon to evaluate the 
results obtained from this type of ad- 
vertising in terms of 


To assess the 


“return for dol 
lars spent " One starting point is the 


analysis of inquiries received as a 
result of these ads, 
quent disposition 


Generally, 


and their subse 
any program designed to 
provide this sort of information must 
of both time 
Ogilvie, Advertis 
Gorton Ma 


has furnished an outline of 


be economical in terms 
Ira R 
ing Manager for George 
chine Co 


and money 


just such a program in use at his com 
pany, commenting that it requires no 
elaborate processing, and employs no 
< omplic ated proc edures 

forwarded 


As inquiries are from 


business publications they are a 
knowledged dated 
“Dealer Inquiry Follow up Record.” 


he original inquiry and a return post 


and entered on a 


card requesting dealer evaluation of 
the inquiring company, are forwarded 
to the appropriate dealer 

As the dealers’ complete d poste ards 
are returned to the home office, 
mark is recorded in the IN 
on the Dealer Inquiry Follow-up 
Record. At the end of each month the 
excess of OUT marks over IN is trans 
ferred to the PENDING 
should these figures accumulate for 
anv length of time, the 


a unit 
column 


column and 


dealer is noti 
fied of this tardy follow up situation 

After IN on the Dealer In 
quiry Follow up Record the postcard 
data is 


entry 


transferred to an 
Evaluation This 


continuing record, by magazine 


“Inquiry 
Form.” furnishes a 
. of the 
and dealer rated-quality of 


inquiries resulting from advertisements 


numbe I 


in Various public ations 

Percentage values are given to eac h 
of the 
lowing criteria: 


inquines according to the fol 
Can the 


influence 


man you in 
purchases? Will 
now? Is firm a good future 
prospect? Will further calls be worth- 
while? 


terviewed 


firm buy 


As a significant number of inquiries 
are tabulated for any 
average “percentage of quality per 
is determined, based on the 
foregoing questions, and a 


magazine an 


inquiry” 
basis for 
comparison of journals results 

If you would like samples of the 


evaluation forms used bv his depart- 


Adver- 
Gorton Ma- 


write to Ira R. Ogilvie 
Manager, 
Racine, 


ment 
tising George 
chine Co., Wis 
Unique Display from 
‘Running’ Package 

Impressive shelf display is ac hieved 
by the design of Rival Packing Com- 
pany’s new Wagtail dog food carton. 
Front, back and side 
printed in a continuous design so that 
the cartons mav be stacked alternately 
fashion on retail store 
to reveal the full body of a dog Bons 
pils enjoving his bowl of Wagt: ‘il dog 
food. Carton’s from Continental Can’s 
Gair Div., New York, N.Y 


panels are 


in any shelves 


Clerks Use Spare Time 
For Phone Selling 
clerks and 


spare 


office 


why not put it 


If vour workers 


ever have time 
to use promoting your business on the 
phone? They can check mailing lists 
dig up leads, make survey calls get 
referrals 
etc 


It's wise to give vour emplovees a 


ask for reorders or renewals 


script to follow. You'll be surprised 


at their enthusiasm, and at the bonus 


sales thev'll create 


Piggy-Back Sampling 
Helps Two Companies 


Speidel bracelets for ladies’ watches 
are packed in a display box with a 
tiny sample of Chanel #5 perfume 
set into the lid. Chanel benefits by 
having new prospects sample 
and Speidel benefits by 
enhancing the eve appeal and impulse 
value of its prac kage 


many 
its fragrance 


How to Key Yellow Page Ads 
You're 
Various 
that vou can trace the 
inquiry. The 
is to include 


familiar with the 
“keving” an ad so 
of each 
method 
a Department letter o1 


a combination of both in 


I'm sure, 
wavs of 
source 


most common 


number or 
the address given in the ad. Example 
Dept. S-11 (which stand for 
The Saturday Evening Post, Novem 
ber insertion) 

Another method is the varving of 
the street address to denote a specific 


Example: 1315 


might 


public ation or source 
Kellum Place for one publication, 
1317 Kellum another, etc 
Or code used with the 
street number 1315-A Kel- 


Plac c for 
letters can be 
Example: 
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IF YOU NOW 
(or ever will) BUY 
SALES PRESENTATION 
BINDERS 


~ Saves BINDER 
REFERENCE BOOK 


... we'll give you this 
invaluable 


/VPD SALES BINDER | 
| REFERENCE BOOK | 


Tere Rye 


pull illustrates and gives prices of au 
45 different styles (in mony sizes and colors) 
of ready-made VPD SALES BINDERS. 


| HELPS YOU TO: 


I cur BINDER costs 
DRASTICALLY — ready- 
mode VPD BINDERS are 
for less expensive than 
custom-made jobs. 
DEVELOP PRESENTA- 
TIONS FASTER, MORE 
EASILY — you can select 
@ style and size (7 x 5 
up to 24 x 18) from over 
400 different “‘in stock” 
VPD binders immediote- 
ly ond tailor presenta- 
‘tion material to it. 
ELIMINATE WORK, 
HEADACHES — no 
nuisance of ‘working 
out” a binder, no time 
wasted explaining spec- 
ifications, approving 
samples. Just look thru 
‘VPD REFERENCE BOOK 
and select. 

MEET DEADLINES 
EASILY — all VPD BIND. 


ERS are ready for im- 
_mediate delivery from 


[vow stationer. 

| __ WRITE NOW FOR YOUR 
FREE COPY OF THE +10 

| vpp BINDER REFERENCE BOOK 

to: JOSHUA MEIER COMPANY, NC. 


601 West 26th Street, New York 1, N. Y. 


manvfacturers of sales binders since 1933 
— rem ere 
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lum Place, 1315-B Kellum Place. 

To key its advertising in the classi- 
fied pages of the Columbus, Ohio, 
phone directory, Acousticon of Co- 
lumbus, the local Acousticon hearing 
aid dealer, says in its display ad, “Mr 
or Mrs. Lee will be glad to serve 
vou.” In this way, whenever anyone 
calls or comes in and asks for Mr. or 
Mrs. Lee, David Hurst, the manager. 
knows that he’s getting a return on 
his investment in the Yellow Pages. 


Marketing Uses for 
Closed-Circuit TV 


Closed-circuit television in 1959 


» umes , ie hye 
Sone oe eS en 

2 "4 P “ 
ay ey eal ee 


| preparing 
art for 


| SLIDES? 


, 


For helpful hints, friendly 
suggestions or technical advice... 
that can save you time, avoid errors 
or help you get the kind of repro- 
duction you want, just call JUdson 
2-1396. You'll be talking to Ad- 
master, America’s headquarters for 
slide know-how and reproduction 
facilities. Any size or type slide... 
color or black & white...one-of-a 
kind or large runs... Admaster can 
do the job right. Tough deadline? 
Admaster offers SAME DAY 
SERVICE on all types of slides... 
including color! As long as it has 
something to do with a slide, give us 
a call...anytime. 

FREE! Send for your copy of 
“Practical Specifications for Visual 
Aids”... packed with valuable slide in- 
formation. 


Admaster 


PRINTS, INC. 
ADMASTER BUILDING 
1168 SIXTH AVE., N.Y. C. 

JUdson 2-1396 
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created new methods of communica- 
tion for American business. 

Ford Motor Co. introduced its com 
pact Falcon to 1,500 editors and au- 
tomotive writers in a coast-to-coast 
electronic press conference. Included 
in the session was a question-and- 
answer period with Ford management 
receiving 42 questions from reporters 
by means of « 2-way audio relay and 
answering them directly by TV 

International Business Machines 
Corp. used the medium to show its 
newest data processing machines, 
linking some 42,000 customers at 102 
locations with demonstrations at com- 
pany factories at San Jose, Cal., and 
Endicott and Poughkeepsie, New 
York 

The first simultaneous coast-to-coast 
stockholders’ meeting conducted bv 
an American corporation was put on 
by General Mills. Four thousand 
stockholders took part in seven cities 
and were taken, electronically, on a 
tour of company centers in Minne- 
apolis and Buffalo. Two-way audio 
enabled stockholders and management 
to engage in 
session 


a question-and-answer 


In addition to business uses, closed- 
circuit TV is being employed in chari 


table and political fund raising ac- 
tivities. To learn how closed-circuit 
TV can serve your business, contact 
Mr. Nathan Halpern, President, Thea- 
ter Network Television, Inc., 575 
Madison Ave., New York, N. Y. 


Automation Increases 
Impact of Exhibits 

Have vou ever noticed that the ex- 
hibit with sound . . . flashing lights 

moving parts . . . push buttons 
is the one that draws the most 

people? There's a fascination in sound 
and sight that the average person 
cannot resist. To date, many exhibit 
builders and their clients have shied 
away from sound techniques as be- 
ing too expensive, or cumbersome 

However, recent developments 
make it possible to combine inexpen- 
sive sound with motion in an exhibit. 

To begin with, it is not necessars 
to have a battery of speakers and am 
plifiers. A single 45 = automatic 
phonograph can be modified to elimi- 
nate the last-record cutoff so it can 
play the same record repeatedly for a 
definite period. It is possible to trans 
fer a professionally announced 4- 
minute sales message to a single 45 
rpm record for approximately $3 


eC oe oe oe ee oe oe oe we oe we we © oe oe we oe ow oe oe oe oe 


cost.) 


write or 
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For only 99¢ a name, you can send a complete 
direct mail campaign to 1,000 prospects. (Of 
course, the larger your list, the lower the unit 


The campaign is tailor-made. It consists of 

six proven, action-getting direct mail pieces, 
ranging from a novel POSTALGRAM mailing card with a built-in 
reply card...to an eye-catching MAILOFILM that has brought 
praise from direct mail experts 


The price of 99¢ per name covers all art and production, ad- 
dressing, enclosing and mailing (only postage is extra). 


To receive a free sample kit of the 6-piece direct mail campaign, 
phone Tullio Rossetti, Vice President, or 
Nardone. Sales Promotion Manager. 


MAILOGRAPH COMPANY, INC. 


41 Water Street, New York 4, N.Y 


Creative Direct Mail Since 1920 


4 


99¢! 


Sparty 


a BOwling Green 9-7777 


Another device is a portable 9-lb. 
tape magazine player, costing about 
$100. This machine, with self-con- 
tained amplifier and speaker, uses a 
tape magazine which requires no 
threading or rewinding and can be 
started automatically by a photoelec- 
tric cell, by a floor switch, or by any 
push-button device. An automatic 
exhibit is a unique display for the 
individual visitor. He runs it. He 
feels a sense of participation for it is 
he who must pick up the telephone 
or push the button to activate a sys- 
tem of relays. 

When the individual picks up the 
phone or pushes a button, a circuit is 
7 we and a recorded message begins 
playing automatically. There are two 
recordings on the tapes; one plays a 
recorded message and the other acti- 
vates the exhibit. High-frequency 
sounds, inaudible to the human ear, 
are recorded and synchronized with 
the speaker's voice. When the sound 
passes through the playback head, it 
opens and closes other relays which 
can turn on lights . run motors 

make trains move blow 
whistles . . . or do almost anything 
you desire. 

An unmanned 


exhibit can mean 


real financial savings to a company 
as the need for extra salesmen or spe- 
cialists is eliminated. For information 
on how sound techniques can activate 
your display or exhibit. contact Mr. 
David H. Goodman, Vice President, 
Recorded Publications Laboratories, 
Camden, N. J. 


Ties to Tie up Sales 


You've probably seen neckties made 
up with company logos or trademarks. 
Now, in addition, you can get plain, 
fancy, initialed or Zodiac ties (for 
birthdays) with a special sewn-in label 
personalized with the name of your 
company and a message. 

For catalogue and price list, write 
to The Tie King, 17 W. 45th St., New 
York 36, N. Y. 


Sales Promotion idea File is a review 
of sales-producing ideas 
designed to stimulate the thinking of 
sales-minded executives. Address con- 
tributions to Lorry Schwartz, c/o Sales 
Management, 630 Third Ave., 
York 17, N. Y. 


tools and 


New 


VIC 


} Ame 


rica 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. systern functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested—all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country, 
So check with Manger before your next meeting 


ALBANY, WN. Y. 


The Mange 


WEW YORK CITY 
The Manger Vanderbilt 
The Manger Windsor 
ROCHESTER, N.Y. 
The Monger 
SAVANNAH 
The Manger 
e Manger Towne 4 
CLEVELAND ntry Motor Lodge 

The Monger 
WASHINGTON, D. C. 
The Manger Annapolis 
The Manger Hamilton 
The Menger Hay-Adoms 


De 
VeWitt Clinton 


CHARLOTTE, WN. C. 
The Manger Motor Inn 
(Opening early 1960) 


GRAND RAPIDS, MICH. 
The Manger 


—see the difference real service makes! 


Convention Department, Menger Hotels 
4 Perk Avenve, New York, N.Y. (Dept. 8-3) 


Please send me full information about Manger 
Hotels meeting and convention facilities. 
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COMPACT UNIT FOR 
SOUND AND SIGHT 


COL 
COMMUNICATOR 


THE DESK TOP SALES THEATRE... 


Demonstrates your products, displays your serv- 

~ices_visually—AND narrates your story dra- 
matically . . . Assures interest, leaves a lasting 
impression, turns prospects into customers 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 

« Handles up to 12” records (20 min. play at 33% 
rpm without turning records) « High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing « Pre- 
cision optics « One knob framing with click stops « 
Storage space for records, film strips, etc. « AC, 
110/120v « Overali 19” x 13” x 5%” e Abt. 15 Ibs. 


e Fully guaranteed. ONLY $98.50 
. . » for these who do not require sound: 


C.0.C. “EXAMINER” ONLY $59.50 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


eee eee ee eeeeeee 


slide demonstrations: 


COL 
EXECUTIVE 


PROFESSIONAL 
PRESENTATIONS, 

— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


@ Precision optics « Patented 8” x 8” Lenscreen for 
wide angle viewing « Holds up to 3 magazines (36 
slides ea.) for indiv. or’ sequence showing « Rugged 
aluminum unit « AC-DC, 100-125v. Only 6 Ibs. 
$69.50 
Used by leading corporations & institutions! 
WRITE NOW for illustrated literature & name of 
Gealer nearest you! 


37-19 23rd Avenue 
Long Islas 


‘O- 
INDUSTRIAL 
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Menligomery - 
SHOPPING 
CENTER 
FOR 
CENTRAL 
ALABAMA! © 


Of Alabama’s three metro- 
politan dailies, the Montgom- 
ery Advertiser-Alabama 
Journal delivers by far the 
most effective coverage in 
Central and South Alabama 
The pages of Alabama’‘s 
Capital City papers are the 
market place for the biggest- 
spending families in a 19 
county area surrounding 
Montgomery 


Over 25% of Alabama's 
Retail Sales 


675,100 Population 
$754,173,000 Effective 
Buying Income 


Are your sales quotas and space 
schedule now in line? If not. better 


KELLY-SMITH CO. 


‘ 
~T aM A ABAMA ™ 


Che Alontqomerp Advertiser 
ALABAMA” JOURNAL 


Subscriber Service 


Subscribers buy more than 
one million pages of reprints 
yearly, through Sales Man- 
agement’s Readers’ Service 
Bureau. In addition, RS stands 
ready to help you research 
back issues of SM on any 
classification of subject matter 
have published. Write: 
Sales Management, Readers’ 
Service Bureau, 630 Third 
Ave., New York 17, N. Y. 


we 
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10 Biggest Mistakes 


(continued from page 35) 


At least two department heads are 
barely polite to each other and flare 
up occasionally to the delight of sub- 
ordinates who place bets on the out- 
come 

Mavbe vou feel that the above is 
the president's responsibility and vou 
can’t do much till he does. This is a 
common mat 
It is human to use principles 
and fundamentals of performance to 
measure other people's work instead 
of our You should recognize, 
however, that the individual manager 
is closest to his own department. He 
is in the best position to divide his 
work into individual jobs 

The insidious creation of the wrong 
type of employee, done through im- 
proper managerial 


feeling among most 


agers 


ownh 


techniques, is 
This kind of 
from the 
scrutinizing of the man when a care- 
ful study of the work itself is more 
often required 


something to watch for 


administrative error stems 


& For example, when a salesman’s 
work is thoroughly detailed and un- 
derstood by him, it is usually the 
work, not the man, that requires 
steady surveillance. Don’t harass the 
salesman by appearing to watch his 
every move. Rather, look objectively 
at the job with him and keep the 
designated work straightened out 
Where something is amiss, clearing 
up the work problem should be the 


objective, not straightening out the: 


salesman. With good management 
the work keeps proceeding and the 
man generally measures up to the 
requirements of his job. ' 

Once an organization has been 
established, it’s too easy to decide 
that its operation, per se, is successful 
and, therefore, it is the man who must 
be at fault. 

In summary, we suggest you con- 
sider the following steps in outlining 
jobs 


1. Clearly state company objectives 
and policies. State objectives and 
policies of your section 


2. Break down all work into its 
component activities. All business en- 
terprises perform three basic work 
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activities: They must create, distrib- 
ute and finance goods or service. All 
work should be divided by these three 
activities. (In a sales department you 
would only have to worry about one.) 

3. Once necessary activities have 
been logically defined and broken 
down, separate work into work units 
which constitute full-time jobs. The 
activities defined in this step do not 
bear any necessary relationship to 
people who will do the work. One 
can only begin talking about assign- 
ing tasks to people after the tasks 
themselves have been defined. 

Attention, however, must be paid 
to the basis for grouping work. Work 
groups should, insofar as possible, be 
made up of activities which are basi- 
cally similar. But if the grouping of 
similar work does not result in full- 
time jobs, it then becomes necessary 
to group work which is complemen- 
tary, that is, the work which precedes 
or follows must be included. With 
this attitude toward work grouping, 
the manager may use one or a com- 
bination of the following primary 
bases for organizing: physical location 
(geographic), product, process, physi- 
cal equipment, customer type. 

4. Define clearly the 
responsibility-accountability 
ship. The flow of authority and re- 
sponsibility downward and of ac- 
countability upward should be defi- 
nitely established and made known to 
all. Everyone should know his posi- 
tion and his relationship to others in 
the structure. A clear-cut definition 
of this basic relationship is essential 
if cooperation and cnactinanl of all 
activities is to result. Too often in 
business organizations people are left 
in the dark as to their exact status. In 
many cases, lack of definition of au- 
thority and responsibility leads to 
friction and politics in the carrying on 
of the company’s business 


authority- 
relation- 


® Do not be afraid of limiting flexi- 
bility. Job descriptions make vacation 
and illness replacement much easier. 

You can always change a job de- 
scription that proves impractical or 
unsuited to changing times. Just make 
sure everyone knows and understands 
the changes. There is nothing wrong 
with getting employees to help write 
their own. They will quite often be 
harder on themselves than you would 
have been. It is usually best to make 
any changes in company with the em- 
ployee and make sure he knows why 
they are being made. 

A well organized company is an ex- 
cellent place to work. It has higher 
morale, more flexibility, greater secur- 
ity and greater opportunity for indi- 
viduals. 


“Are you selling something?” 


If you are (and who isn't), you have problems. 


Maybe you need forecasts of industry or company sales, some help in setting sales quotas, or perhaps 
you need to know the best locations for new retail outlets. Whatever the problem may be, the 
chances are that Market Statistics, Inc., which does the estimating and researching for Sales Man- 


agement’s authoritative Survey of Buying Power, can help you. In many cases, we already have the 


answers and when we don’t we can get them, whether it be smoothing out the weak spots in your 
distribution, where to pick a new distributor, or determine your share of the total market. 


Have market problems? We can probably help. 


MARKET STATISTICS, Inc. S271 a esther ots 


e YUkon 6-8557 
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MEETING 
COMING UP? 


Here’s a Pack of Ideas 


Handy, pocket-size booklet con- 
tains reprints of some of the 
most popular articles on meet- 
ing planning that have ap- 
peared in Sales Meetings. 


32 pages—more than 
14 articles 


CONTENTS 


What I've Learned from My 
| 1,000 Speaking Engagements 

Put Small Groups to Work for 
Idea Developments 

Guided Conference: Good 
Substitute for Skilled 
Leadership 

Why Doesn't Brainstorming 
Always Seem to Work? 

Buzz-Write Workshop Insures 
Participation 

A Conference Is a Contest— 
Do You Win Or Lose? 

If It's Worth Saying It's Worth 
Reporting 

How Bankers Become Good 
Speakers 

43 Ways to Excite Interest in 
Your Meeting Objectives 

For the Modern Meeting 
Planner: Guide to Styles, 
Groups, Methods 

Good Audiences—Made Not 
Born 

it's Real Work to Plan 
Women's Activities 

Your Planning On-the-Spot 
Program Change Is Valuable 

How to Get the Most 
Out of Hotel Service 


Send 50 cents in coin for 
“Meeting Planners Hand- 
book" to: 


Readers’ Service Dept. 


SALES MEETINGS 
1212 Chestaet St., Phile. 7, Pa. 
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(continued from page 64) 


Title 

Fine and Wrapping Paper Dis- 
tributing Industry 

Fire Extinguishing Appliance 
Industry (Rule 4 revised 
5-29-59 ) 

Folding Paper Box Industry 

Fountain Pen and Mechanical 
Pencil Industry 

Frozen Food Industry 

Gladiolus Bulb Industry 

Golf, Baseball and Atheletic 
Goods Industries 

Greeting Card Industry 

Grocery Industry 

Gummed Paper and Sealing 
Tape Industry (Rule 5 re- 
vised 5-29-59) 

Hand Knitting Yarn Industry 

Handkerchief Industry 

Hearing Aid Industry 

Hosiery Industry 

House Dress and Wash Frock 
Manufacturing Industry 

Household Fabric Dye Industry 

Household Furniture and Fur- 
nishings 

Ice Cream Industry ( District of 
Columbia and Vicinity ) 

Industrial Bag and Cover Indus- 
try (Rules 6 and 13 revised 
5-29-59 ) 

Infants’ and Children’s Knitted 
Outerwear Industry 

Interior Marble Industry 

Jewelry Industry (Rule 22 D. 
and Rule 23 (fn. 4) amended 
12-2-59) 

Knitted Outerwear Industry 

Ladies’ Handbag Manufacturing 
Industry 

Library Binding Industry 

Lime Industry 

Linen Industry 

Low Pressure Refrigerants In- 
dustry 

Luggage and Related Products 
Industry 

Macaroni and Noodle Products 
Industry 

Manifold Business Forms Indus- 
try 

Marking Devices Industry 

Masonry Waterproofing Indus- 
try 

Melamine Dinnerware Industry 

Metal Awning Industry 

Metal Clad Door and Acces- 
sories Manufacturing Indus- 

Milk Bottle Cap and Closure 
Industry 

Millinery Industry ( Revision of 
Rule 2 promulgated 12-10-54 

Millwork Industry 
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Date 
Issued 
5-16-50 
12-17-54 
4-5-40 
1-28-55 
1-13-56 
1-17-52 
10-29-31 


8-22-31 
3-18-52 


6-24-55 
6-18-48 
2-18-49 

8-7-53 
5-15-41 


12-31-37 
5-29-47 


5-10-32 


3-20-33 


8-4-53 
6-28-39 
9-11-31 
6-28-57 
1-28-32 
8-18-36 
8-20-54 

10-31-31 

2-1-41 
6-30-45 
9-17-41 

8-1-58 


6-30-59 
8-19-39 


8-31-46 
6-22-56 
6-29-57 
1-20-38 
3-27-51 


9-15-53 
8-28-31 


Mirror Manufacturing Industry 
Mopstick Industry 
Multi-color Printers of Transpar- 


ent and Translucent Materi- 
als 


Musica) Instrument and Acces- 
sories Industry 

Narrow Fabrics Industry 

Nursery Industry 

Office Machine Marketing In- 
dustry 

Oil Heating Industry of the 
New England States 


Oleomargarine Manufacturing 
Industry 


Orthopedic Appliance Industry 

Outlet and Switch Box Manu- 
facturing Industry 

Paint and Varnish Brush In- 
dustry 

Paper Bag Industry 

Paper Drinking Straw Manufac- 
turing Industry 

Parking Meter Industry 

Peat Industry 

Photoengraving Industry of the 
Southeastern States 

Piston Ring Industry 

Plastics Housewares Industry 


Popular Priced Dress Manufac- 
turing Industry 


Portrait Photographic Industry 


Poultry Hatching and Breeding 
Industry 

Preserve Manufacturing Indus- 
try 

Private Home Study Schools 

Public Refrigerated Storage In- 
dustry 

Public Seating Industry 1 

Putty Manufacturing Industry 


Rabbit Industry 

Radio and Television Industry 

Rayon and Acetate Textile In- 
dustry 

Rayon, Nylon and Silk Convert- 
ing Industry 

Rayon and Silk Dyeing, Printing 
and Finishing Industry 

Razor and Razor Blade Industry 


Refrigeration and/or Air-Condi- 
tioning Contracting Industries 


Resistance Welder Manufactur- 
ing Industry 

Ribbon Industry 

Ripe Olive Industry 

Rubber Tire Industry 

Sardine Industry 

Saw and Blade Service Industry 

School Supply and Equipment 
Industry 

Scrap Iron and Steel Industry 

Seam Binding Industry 

Set-Up Paper Box Industry 

Shoe Finders Industry 

Shrinkage of Woven Cotton 
| eee es. 3 


7-19-39 
3-20-33 
1-22-32 


2-2-44 
1-30-52 
6-28-58 


2-26-48 
6-30-49 


9-27-38 
11-13-54 


12-10-58 


6-17-58 
7-17-31 


7-3-36 
11-21-50 
1-13-50 


12-18-53 
7-12-46 
6-22-56 


12-31-37 
9-15-53 


6-30-56 


9-12-36 
11-2-36 


4-4-52 
10-3-39 
6-30-39 
6-27-58 
6-28-55 


12-11-51 
2-11-49 


12-12-41 
6-19-45 


Title 


Silk Industry 

Slide Fastener Industry 

Solvents Industry 

Steel Bobby Pin and Steel Hair 
Pin Manufacturing Industry 

Subscription and Mail Order 
Book Publishing Industry 

Sun Glass Industry 

Tie Fabrics Industry 

‘Tire and Tube Repait Material 
Industry 

‘Tobacco, Smoking Pipe, and 
Cigar and Cigarette Holder 
Industry (Rule 8 revised 
5-29-59 ) 

Toilet Brush Manufacturing In- 
dustry 

Tomato Paste Manufacturing 
Industry 

Trade Pamphlet Binding Indus- 
try of the New York City 
Trade Area 

Tubular Pipings and Trimmings 
Manufacturing Industry 

Tuna Industry 

Umbrella Industry 

Uniform Industry 

Upholstery and Drapery Fab- 
rics Industry 

Venetian Biind Industry 

Vertical Turbine Pump Industry 

Wall Paper Industry 

Walnut Wood Industry 

Warm Air Furnace Industry 

Waste Paper Dealers and Pack- 
ers Industry 

Watch Case Industry 

Watch Industry ( Respecting the 
Terms “Waterproof,” “Shock- 
proof,” “Non-magnetic,” and 
Related Designations, as Ap- 
plied to Watches, Watchcases 
and Watch Movements ) 

Water Heater Industry 

Waterproof Paper Industry 
( Asphaltic Type) ( Rule 6 re- 
vised 5-29-59) 

Wet Ground Mica Industry 

Wholesale Confectionery Indus- 
try of the Philadelphia Trade 
Area 

Wholesale Confectionery Indus- 
try 

Wholesale Optical Industry 

Wholesale Plumbing and Heat- 
ing Industry ( Rule 6 revised 
5-29-59 ) 

Wholesale Tobacco Trade 

Wine Industry 

Wood Cased Lead Pencil Indus- 
try 

Woodworking Machinery Indus- 
try 

Work Glove Industry 

Yeast Industry 


eo 


1-14-55 


12-31-37 


9-3-38 


12-31-48 


4-23-37 
6-23-45 

6-9-50 
5-18-40 


1-15-52 
6-28-50 
6-17-47 
8-21-31 
9-12-31 
11-18-32 


9-3-32 
1-30-48 


4-14-55 
9-28-35 
6-29-39 


6-29-45 
5-3-33 


5-22-59 
6-30-49 


Sip chaet Sint ade 


Sales Management 


March 4, 


Marketing Outlook for April 


By DR. JAY M. GOULD, Research Director 
Sales Management and Its Survey of Buying Power 


>» The experience of the first two months of the new year 
has cut down somewhat on general expectations that 1960 
will be a big boom year. January retailing volume was about 
2% over January 1959, and we get the increase only after 
adding in the presumed effect of an extra selling day. 
Actual sales in January 1960 fell below January ‘59. In 
addition, the Government revised downward an already dis- 
appointing December retailing performance. December 1959 
sales, after being corrected for an extra selling day, 
fell below December of 1958. At this rate total 1960 sales 
should exceed those of 1959, but not by enough to warrant 
any cheers. 


> A 2% gain in sales would represent no gain in living 
standards, and would not be the kind of economic perfor- 
mance on which the Administration would want to campaign 
in an election year. 


> The lag in retail sales contrasts with the fact that 
industrial output hit all-time new peaks in January and 
February. However, steel and auto output schedules may 
be cut back unless auto sales snap back in the spring, at 
a rate equivalent to at least a 6.5-million-car year. 


> In other respects income receipts are, and will remain, 
at peak levels throughout the first half of the year. 


>» For this reason, and others (impact of Easter shopping) 
we expect sales and business activity in April to run 5% 
ahead of April 1959. 


High Spot Cities Renamed, Revised 


The department beginning on the opposite page has appeared here monthly 
for many years under the heading “High Spot Cities.” This month the name is 
changed and certain important revisions have been made. However, the distinc- 
tive features of the data have been retained 


As before, cities marked with a star (%) are Preferred Cities of the month 
But, in addition to considering retailing activity as an index of the business 
climate, we now assess manufacturing, construction and wholesaling activity as 
well so that the estimates are equally valuable for industrial sellers. 


Opposite each city listing is its Buying Power Index (from the most recent 
Survey of Buying Power) to indicate magnitude of activity. Another column 
hows the Quality of Market Index. 


The bulk of supporting data on which our estimates rest consists of bank 
debit reports collected by month and corrected for random fluctuations. As an 
economic indicator, bank debits reflect the full range of business activity in a 
locality, and not merely retail sales. An index of “business activity,” including 
ill sectors of the economy, can be considered an index of Gross National Product 
which the Dept. of Commerce prepares on a quarterly basis). It is a dollar 
neasure, subject to fluctuations in the value of the dollar. 


The greatest physical change in the presentation of the data is in the urder 
of listing of the cities. For years these cities have appeared alphabetically by 
states, cities within each state. At the suggestion of a subscriber, which we later 
checked with 120 other subscribers, we now segregate the cities into the nine 
U.S. geographic regions plus Canada, and within each region the cities are 
uranged by population-size groups. Reader reactions will be welcomed. 


116 Sales Management March 4, 1960 


-SV4 PREFERRED CITIES 


The Marketing Value 
Of Preferred Cities 


Preferred cities are tabulated 
monthly as a guide to the marketer 
on where his sales efforts might 
pay the greatest dividends. Cities 
marked with a * are Preferred 
Cities of the month. They have a 
level of activity—compared with the 
same month in 1959—which equals 
or exceeds the national change in 
business activity 


The first column of the accom- 
vanying tables indicates the num- 
i of months out of the past 24 in 
which a city has had a star to indi- 
cate a better than average perform- 
ance. When a full sheseadh period 
of back data is not available, the 
city’s record is indicated as follows: 
8/11 would mean that a city has 
had 8 starred months out of the 
past 1l. The 11 indicates the total 
number of months for which data 
are available 


The second column indicates the 
index of change for this month of 
1960 versus the corresponding 
month of 1959 


The third column (the city- 
national index) relates the annual 
change in the city’s index of busi- 
ness activity to that of the U.S 
Thus, a city-national index of 106.0 
indicates that the city is enjoying 
a gain in business activity 6% 
greater than that of the rest of 
the U.S 


In addition, we show for each 
city its Buying Power Index (from 
the most recent Survey of Buying 
Power) to indicate magnitude of 
activity, and also its Quality of 
Market Index 


Suggested Uses 


% Special advertising and promo- 
tion drives in spot cities 


*% A guide for vour branch and 
district managers 


*% Revising sales quotas. 


Checking actual performances 
against potentials 


Basis for letters for stimulating 
salesmen 


Forestalling salesmen’s alibis 


Preferred (x) Cities for April 


. Cit No. * Cit N 
BUSINESS e BUSINESS Months (City att J BUSINESS Menthe City 
y- ow ndex nde . t Ind 
sa eat 7 r mo ing Gu ACTIVITY tt, 1960 «1960. vine Quat- ACTIVITY out Index 
ORECAST 1959 1959 «index Index FORECAST 1989 1959 index ine ex FORECAST 1959 


New London, 
UNITED STATES Providence, R. 1. 12 104.7 1512 us 


Conn. 


105.0 100.0 100.0000 Norwich, Conn, —- 


Cities 50,000-99,999 Bangor, Me. 
NEW ENGLAND Meriden-Walling- dr Solem, Wass. .- 


Soe ford, Conn. 102.8 ' *% Nashua, N. H 
Cities over 500,000 te Stamford, Conn. - 111.4 


Newport, R. |. 
% Boston, Mass 15 16.1 100.1 Lewiston. 


%& Burlington, Vt 
Auburn, Me. 99.6 . Rutland, Vt 
Cities 100,000-249,999 % Portland, Me. 110.7 
Bridgeport, Conn. 0 1029 98.0 Brockton, Mass. 8 
Hartford, Conn 1004 6 Holyoke, Mass. 102.7 ; . 
eee) tiie tet meee ape saubdiun tent 99.5 MIDDLE ATLANTIC 
Waterbury, Conn 1184 1128 % Lowell, Mass. 106.1 : Cities over 500,000 
Fall River, Mass 99.6 % Lynn, Mass - 105.6 
% New Bedford & Pittsfield, Mass. 114.0 
Mass 106.9 % Manchester, N. H. 107.0 
te Springfield, Mass 105.5 te Woonsocket, R. |. 1115 
Worcester, Mass 101.6 City, N. Y. 11 108.0 103.6 5.2529 
Pawtucket Central Cities under 50,000 te Philadelphia, Pa. 16 113.6 108.2 1.3512 
Falls, #1. ..0/18 1022 97 Middletown, Conn. 5 103.5 Pittsburgh, Pa. _ 6 103.8 98.9 .4589 


Buffalo, N. Y. 0 W6 B49 3878 
% Hempstead Town- 
ship, N.Y. 24 110.1 1049 6118 
*®& New York 


Cities Over 500,000 Cities 50,000-99,999 
36 Best San Diego, Cal. 111.8 Kenosha, Wis. 


Philadelphia, Pa. 108.2 Greenville, S. C. 


Markets Washington, D. C. 107.1 Santa Ana, Cal. 


Seattle, Wash. 105.0 Orlando, Fila. 


for April Hempstead Twnsp. N.Y. 104.9 Las Vegas, Nev. 


Dallas, Tex. 104.1 Reno, Nev. 


(Top six cities 


by population groupings) Cities 250,000-499,999 Cities Under 50,000 


U. S. Index: 100 Memphis, Tenn. 109.9 Cheyenne, Wyo. 


Dayton, Ohio 104.6 Eugene, Ore. 
Portland, Ore. 103.8 Lafayette, Ind. 
Toledo, Ohio 103.4 Norristown, Pa. 
Miami, Fla. 102.9 Sheboygan, Wis. 
Newark, N. J. 102.0 Elyria, Ohio 


The following cities have a common 
denominator. They are expected to 
exhibit business activity leadership 
in the coming month. The index 


opposite each city compores its per- 


formance with that of the nation as 
a whole. For example, if a city has Cities 100,000-249,999 Canada 

on index of 106.9 that means that Sacramento, Cal. 121.8 St. John, N. B. 119.3 
its business activity next month is Lubbock, Tex. 110.5 Hamilton, Ont. 119.1 
forecast to lead the national ave- Winston-Salem, N.C. 107.7 Windsor, Ont. 108.6 
rage change by 6.9°%,. Canadian San Jose, Cal. 107.3 London, Ont. 108.3 
figures are compared with U.S. Erie, Pa. 107.1 Calgary, Alberta 105.5 
Flint, Mich. 105.9 Edmonton, Alberta 104.7 
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ING 


test where it’s best... 


Dawn Soap is the latest in a distinguished line of 
products to select Portland, Maine as best for the test. 
Other products recently tested in Northern New Eng- 
land's No. | market are Libby's Beef Stew, Nestle's 
Nescreme and Breck's Shampoo. 
Do what others dol Make Portland, Maine your No. | 
test city. Write for details. Then, you'll be sure to select 


the market that guarantees ideal and economical testing 
conditions. 


Represented by: 
Julius Mathews Special Agancy, lac. 
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PREFERRED CITIES 
(en me soma mR 
IL | 


Ne. & cit 
BUSINESS Months City Nat'l 
ACTIVITY ~ ie 4 


1960 
FORECAST . 


Cities 250,000-499,999 
Jersey City- 
Hoboken, N. J. 14 1020 97.1 
Ww Newark, Nd... M4 «107.1 «102.0 
® Rochester, N.Y ll 105.5 100.5 


Cities 100,000-249,999 
Camden, WJ... 15 1041 91 

® Elizabeth, N. J 15 1100 1049 
Passaic- 

Clifton, N. J , 836 9 
Paterson, WN. J S66 939 
Trenton, N. J 1008 6.0 
Albany, 8. Y 103.0 1 
Niagara 

Falls, N.Y 1640 694 
Syracuse, N.Y 13 6996.5 
Utica, N.Y Imo WD 
Allentown, Pa wis %5 

& Erie, Pa 1125 107.1 
Reading, Pa W100 2 
Scranton, Pa 9775 929 


Cities 50,000-99,999 
% Atlantic City, WN. 4.12 1061 
Binghamton, N.Y 64 
Elmira, 4. Y 101.2 
Schenectady, N.Y 5 
Troy, 4. Y 102.0 
Altoona, Pa 5 WA 
Bethlehem, Pa 94.8 
Chester, Pa 103.2 
Harrisburg, Pa 1 
Johnstown, Pa 98.7 
Lancaster, Pa 8 1042 
Wilkes - Barre, Pa wes 
*& York, Pa 107.7 


Cities under 50,000 
Jamestown, NY. 0 G75 929 
w Poughkeepsie 
a. Y 12 107.0 101.9 
%& Rome, N.Y 3 1153 1098 
Hazleton, Pa 0 142 W2 
w& Norristown, Pa 1125 107.1 
Oil City, Pa 1010 96.2 
Sharon, Pa 6 1004 $6 
Williamsport, Pa 0 1020 97.1 


EAST NORTH CENTRAL 
Cities over 500,000 


Power 
index In 


Chicago, 11 7 1045 99.5 26972 
& Detroit, Mich 107.9 102.8 1.2763 


# Cincinnati, Ohio 106.1 1010 
*% Cleveland, Ohio ® 105.7 100.7 
* Milwaukee, Wis 18 1067 1016 


Cities 250,000-499,999 


Indianapolis, Ind. 19 LOLL 96.3 


3729 
6479 
6735 


3460 


uy- 
ing Qual- 


ty 
dex 


BUSINESS 
ACTIVITY 


of 
FORECAST Past vs vs Power ity 
24 861959 1959 Index Index 


No. & City BUSINESS BUSINESS No. City 
— City Nat'l i Nat’! 
ou 


toden Index Ouy- ACTIVITY | fr ; ACTIVITY ony Buy- 
in jual- ing ual- ing Qual- 
: FORECAST %S «ss Power ity FORECAST P =. Poser ity 
24 Index Index 1959 Index Index 


%& Akron, Ohio 1l 105.3 1003 . 115 

Columbus, Ohio _ 13 972 926 . 123 
%& Dayton, Ohio 9 1098 1046 127 
%& Toledo, Ohio 7 1066 1034 117 


%& Madison, Wis. 14 105.4 0887 126 


Cities under 50,000 
Bloomington, 11... 16 986 93.9 
Danville, 11... 0 984 93.7 

# Lafayette, ind. _ 19 113.4 108.0 
Urbana, 11! 100.0 Port Huron, Mich. 0 1015 96.7 

Decatur, 1, __- 99.1 ® Elyria, Ohio .... & 1111 10658 

East St. Leute, It. 88 / % Middletown, Ohio 13 106.2 101.1 

East Moline, HW. 15 106.2 101.2 Springfield, i. 17 100.1 % Portemesth, Chie 5 WES M2 
Seni Mh -incc 2 08. 983 Sti et 1132 Steubersille, Ohio 0 1024 97.5 

te Rockford, iH 5 1089 1037 . dTerre Haute, ind 105.8 *% Zanesville, Ohio 4 1086.8 103.6 

9 

7 

1 


Cities 50,000-99,999 


Champaign- 


Cities 100,000-249,999 
% Moline-Rock Isiand- 


Evansville, Ind. . 0 96.9 92.3 Battle Creek, % Oshkosh, Wis, 108.7 103.5 
te Fort Wayne, ind. 11 107.2 102.1 . — RS 98.7 %& Sheboygan, Wis. - 111.6 106.3 
%& Gary, Ind. _. 10 105.6 100.6 Bay City, Mich. — Superior, Wis. 6 93.9 
Hammond -East % Jackson, Mich. 
Chicago, Ind. 3/12 1038 99 Kalamazoo, Mich. 
South Bend, ind. 8 1032 3 w Muskegon, Mich 
& Flint, Mich “4 1112 ® Pontiac, Mich 
& Grand Rapids %& Hamilton, Ohio 
Mich 5 105.5 Lima, Ohio 
& Lansing, Mich 107.1 *® Lorain, Ohio 
tw Royal Oak- *% Mansfield, Ohio . 
Ferndale, Mich 105.8 Springfield, Onio 
te Saginaw, Mich 106.1 Warren, Ohio : Wichita, Kan. ll 9774 228 
# Canton, Ohio 105.7 + Beloit- St. Paul, Minn 16 Will 93 
Youngstown, Ohio 98.5 Omaha, Neb. . 17 Wl B44 


WEST NORTH CENTRAL 
Cities over 500,000 
Minneapolis, Minn. 16 102.0 97.1 
Kansas City, Mo. 16 100.8 96.0 
St. Louis, Mo. 0143 93 


Cities 250,000-499,999 


danesville, Wis 
*® Kenosha, Wis 
La Crosse, Wis. 
*® Racine, Wis 


Green Bay-Appleton 
Neenah Menasha, 
Wis 4/21 


Cities 100,000-249,999 
Des Moines, lowa 14 1025 97.6 


ONLY the RECORD and JOURNAL 


rv 


WOONSOCKET 


CALL 


COVER 
Meriden * Wallingford, Conn. 


Gunning for a high-income 
market? There's $137 million 
Effective Buying Income in 


Woonsocket, Rhode Island 
Established 1892 


ee 


\\\\\E 


\ 


Hook, line and sinker-—the 51,000 
families of Pawtucket’s ABC City Retail 
Trade Zone can go for your product. . . 
when you cover 72.3°/, of this $300 mil- 
lion® income market with the Pewtucket 
Times. Fact: the Pawtucket Times gives 
you 400°), more coverage than any other 
daily, 900°/, more than any other evening 
paper! 


*SM Estimate 


Pawtucket Times 


PAWTUCKET, RHODE ISLAND 
Kepresented Nationally By 
Story, Brooks & Finley, Inc. 


Announces 


the Appointment of 


Johnson, Kent, 
Gavin & Sinding, Inc. 


As National Representatives 
Effective January 15, 1960 


Buell W. Hudson 
Editor & Publisher 


Meriden-Wallingford*, and in 
Meriden alone, disposable in- 
come per household of $7,40314 
Only the Record and Journal 
cover this 120,000 market. No 
Hartford or New Haven ABC 
daily has over 400 circulation 
here. 

*SM ‘59 Survey 


F#SRED 


The Meriden 


RECORD and JOURNAL 


Meriden * Connecticut 
National Representatives: 
JOHNSON. KENT 
Gavin @& SINDING. INC 
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~ BUSINESS No. & Cit BUSINESS No. & 
=f PREFERRED CITIES Months City Nat! oneuaiie Months City 
a 7% ACTIVITY out index index Buy- Vv out index 
FORECAST of 1960 1960 ing Quai FORECAST 1960 
No. * Cit tr 1959 1959 inden inde 1959 o index Index 
BUSINESS Months City Natt ndex ex 
ACTIVITY out — — y- : Atlanta, Ga, 24 1065 1014 .3539 121 Ortando, Fla 117.7 f 152 
FORECAST 1989 ; Baltimore, Md. 1 102.2 97.3 6221 110 Pensacola, Fila 9.1 d 1% 
ndex index 
Kansas City, Kan 5 94.6 99 Macon, Ga. 102.0 


eae Asheville, N 96 
noite, ae, 32 102.0 .0699 108 Cities 250,000-499,999 “te 

Durham, N.C 102.7 
Duluth, Minn 0 Ss 92.3 109 Miami, Fla 24 108.0 102.9 

Raleigh, N. C. 101.5 
Springfield, Mo 23 100.2 102 Tampa, Fla. 24 105.6 100.6 
Lincoln, Neb 15 96.9 us Norfolk, V 0 1028 979 Se ain avo 

or . Va 8 9 , 
Charleston, S$. C 108.9 


—_ Greenville, S$. C 121.3 
Cities 50,000-99,999 Cities 100,000-249,999 Danville, Va 102.0 


Cedar Rapids, lowa 16 103.0 
Davenport, lowa 105.1 
Dubuque, lowa 102.1 
Sioux City, lowa 98.3 


Wilmington, Del 21 1109 105.6 Lynchburg, Va. 106.0 
Jacksonville, Fla. 19 105.6 1006 . Portsmouth, Va. 105.0 
St. Petersburg Charleston, W. Va 104.9 
Fia. io? 4 102.3 Q Huntington, 
Augusta, Ga 105.6 100.6 W. Va 2 96 
Columbus, Ga 1041 91 Wheeling, W. Va 0 7 
Savannah, Ga 103.4 965 
Charlotte, N 105.7 100.7 
Cities under 50,000 Greensboro, N 106.9 101.8 
Hutchinson, Kan. 17 99.4 Winston-Salem 
Joplin, Mo 3 974 au. C 113.1 107.7 
Fargo, N. D 18 97.0 Columbia, S. C 1029 98.0 
Aberdeen, S.D._ 4 100.4 Newport News. Va. 6 1020 97.1 
Rapid City, $. D. 24 111.0 Richmond, Va 20 1009 %%6.1 
Roanoke, Va 5 1034 965 


Waterloo, lowa 100.2 
St. Joseph, Mo 1s 98 
Sioux Falls, SD. 24 104.5 


Cities under 50,000 
Albany, Ga 15 93.1 88.7 
Cumberland, Md 4 10446 WE 
Hagerstown, Md 5 6S 1 
High Point, N.C. 24 1084 103.2 
Salisbury, N. C 10 108.9 103.7 
Spartanburg, S.C. 14 110.5 105.2 


SOUTH ATLANTIC Cities 50,000-99,999 EAST SOUTH CENTRAL 
Cities over 500,000 Sesh Gaiiientaie Cities 250,000-500,000 


Washington, DC. 14 1125 107.1 Fla 24 112.4 107.0 Birmingham, Ala. 11 100.1 9.3 2152 


THIS Is Eastern Connecticut . —_ - In New York State 


49,200 Families | 3 R @ ME 
Spending Connecticut's j 
Ss 


$6,983,000 
in Drug Stores | BIGGEST : No. I Market 
and Averaging , Household Market for c Rome's 10.4% sales asia for March, 1960 


11% Above the Lumber Building vs. March, 1959 is 7.4% higher than the 
’ ; U.S. gain for the same period, 8.0% higher 
U. Ss. Family Drug Sale e and Hardware , than the state gain! As a result, Rome is 
No. 1 Preferred City in New York, 19th 
Here is a big quality market for in the entire nation 
your drug store product. And Yes! New London ranks first 
you'll sell it thoroughly if you among all Connecticut cities of Reason? Rome has the kind of money 
sell the heart of the market first m 25,000 or over in sales per house- 
— by scheduling the Norwich Ma hold of lumber, hardware, - a 
3ulletin . . . only daily with ing materials. The average? A big § — ; ; 
primary circulation in this big $510 per household!* Reach 98°/, of 7 record wages in “rene brass, ware in- 
Eastern Connecticut area. With- this 66,547 ABC City Zone in The dustries . . . plus $52 million Air Force 
out the Bulletin, you’re settling ® Day, New London's only local! daily! Base payroll. 
for a fringe share. °SM ‘59 Survey 


Your 


that responds freely to advertising—high 
est family income in Oneida County .. . 


The Daily Sentinel sells where no other 


Norwich Bulletin The Day Dee res? Se ee 


and Norwich Bulletin-Record (Sundays) FULL or SPO COLOR Avoilable DAILY 
NORWICH, CONN. NEW LONDON, CONNECTICUT 
National Representatives: 


Bulletin Sunday Record fetes, Gud. Gude Rome Daily Sentinel 
26,037 22,104 & Sinding, Inc, 


Call, wire or write 
Represented by ; W. S. DeHimer, Adv. Dir., 
The Julius Mathews Special Agency, Inc * ’ , ; - : for Marchandising Cooperation, Surveys 


o Additional Market Information 
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Index Buy- ACTIVITY index index Buy- 
FORECAST of 1960 ing Qual- FORECAST of 1960 1960 ing Qual- 
Past vs vs Power ity Past vs vs Power ity 
BUSINESS o. * City 24 1959 Index Index 24 1959 1959 Index Index 
Months City Nat'l 
ACTIVITY { 5 w Dallas, Texas 21 109.3 . 4 Monroe-West 
FORECAST Pa 1989 4 y Houston, Texas . 103.1 j Monroe, La. 104.3 99.3 0416 109 


index Index 
A . ‘ d 
Levievile. Ky _ 2 0s 2558 107 % San Antonio. % Abilene, Texas 105.3 100.3 0432 108 
Texas 19 106.8 101.7 Galveston, Texas 99.2 945 .0434 103 
% Memphis, Tenn 7 1154 102 
Laredo, Texas 1028 97.9 0257 67 
re Cities 250,000-500 000 Port Arthur, Texas 7 986.9 942 .0419 113 
Cities 100,000-249,999 ; San Angelo, Texas 11 101.5 96.7 .0413 104 
W Oklahoma City, 
% Mobile, Ala 7 1068 101.7 ous 3 19067 10 Texarkana, Texas 
Montgomery, Ala. 19 994 94.7 . ny o & Ark 102.0 97.1 .0289 


Tulsa, Okla. _. 1 985 9 
jackson, Miss, 18 102.9 98.0 — - Tyler, Texas __- 97.7 93.0 .0354 
w El Paso, Texas _.. 21 1056 1006 2 
w Chattanooga. Pert Werth. T 3 96 949 *& Wichita Falls, 
Tenn 20 105.9 100.9 ae en , Texas is 107.3 102.2 .0596 


Knoxville, Tenn 21015 %.7 
Nashville, Tenn. 18 99.6 94.9 Cities 100,000-249,999 
Little Rock-North 
Cities 50,000-99,999 Little Rock, Ark. 19 102.5 
Florence-Sheffield- we Baton Rouge, La. 106.2 
Tuscumbia, Ala. 12 104.0 %& Shreveport, La 106.5 
Gadsden. Ala > 96.2 %& Amarillo, Texas 108.0 
t Lexington, Ky 15 1078 % Austin, Texas 110.8 
Meridian, Miss 20 103.0 Beaumont, Texas 100.8 
Corpus Christi, 
Cities under 50,000 fice 944 
w& Lubbock, Texas 116.0 
tw Waco, Texas 109.0 


WEST SOUTH CENTRAL Cities 50,000-99,999 
Cities over 500,000 Ft. Smith, Ark. 14 98.5 
New Orleans, La 0 1019 997.0 .3688 B Lake Charles, La. 13 96.5 


" PREFERRED CITIES ccrimry «Monte <City —— a 
=< yi OR AC out out 
N 


®& Paducah, Ky 7 105.7 


THEY'RE GOING BACK 
FOR SECONDS IN 


ALTOONA, PA.... 


That's the only thing that'll explain the phe- 
nomenal per-family food sales in this way- 
above-average Pennsylvania market. 


Or, perhaps it's the steady paychecks from 
expanding industry that opens up new plant ™ ‘ 
after new plant in booming Blair County. ///, Only Davenport Newspapers 


At any rate, Altoona families eat 21°/, bet- provide 100% circulation in 
ter than the average for a city Altoona's 


dep TG vantinaelli tell cant eed . ) Davenport and Scott County, 
sales now over $40-million per year! / Towa, plus deep Rock Island 
/ ; County, IIl., penetration. Use 

What does 1960 promise for Altoona? Thriv the Daven rt News - 
ing and expanding industry payrolls push he | port. ' s pape ‘ 
the record figures even higher. ... the largest evening circula- 
é tion... the only morning 

Good news for all advertisers - + it's easy , ” , coverage ... and the only 
to reach these ready-to-buy families through Sundav . y 
Blair County's only daily newspaper, buying , ounday paper... in the 
influence for 98°/, of Altoona homes, 70°/, Quad-Cities! 


of the households in Blair County. +1959 Sales Mgmt. Survey of Buying Power 


In 1960 Seli Growing Altoona With The 
sell it best 


EAltoona : “owen Feet = 
P NEWSPAPERS 

qi2 trror Represented by Jann & Kelley, Inc. 

Altoona Pennsylvania's Only Daily Newspaper Circulating and Bet- 


RICHARD E. BEELER, Adv. Mgr. tendorf, lowa; Rock island, 
RADIO and TELEVISION Moline, East Moline, Illinois. 
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~y PREFERRED CITIES 
UT | 


No. * 
BUSINESS Months City 


ACTIVITY ' oe: 


. s Power 
FORECAST 24 1959 «1989 Index Index 


Cities under 50,000 
Bartlesville, Okla. O 101.0 
Muskogee, Okla 15 93.5 


MOUNTAIN 
Cities over 500,000 


Denver, Colo 18 10445 95 


Cities 100,000-249,999 
®& Phoenix, Ariz 24 110.6 105.3 
% Tucson, Ariz 24 108.0 102.9 
& Albuquerque 

N. 24 1068 1008 
® Salt Lake City 

Utah 10 108.2 103.0 


Cities 50,000-99,999 
Colorado Springs 
Colo 21 101.2 96.4 
Pueblo, Colo 9 979 93.2 
Great Falls, Mont. 12 1 93.4 
Ww Las Vegas, Nev. 15/22 1166 1110 
% Reno, Nev 24 11443 1089 
Ogden, Utah 12 93 936 


BUSINESS 

Buy- 
ACTIVITY 5 Le” ene. 
FORECAST a + A 


Cities under 50,000 
Boise, Ida. 20 102.2 163 
jtitings, Mont. 17 996 ‘ 138 
Butte, Mont. 0 92.5 . ‘ 121 
w& Missoula, Mont. 12/17 109.6 F 117 
Casper, Wyo 8 94 d 14) 
%& Cheyenne, Wyo 24 116.2 115 


PACIFIC 
Cities over 500,000 
Los Angeles, Cal. 20 1008 96.0 
% San Diego, Cal. 24 #1174 1118 
® San Francisco 
Cal 9 105.0 100.0 
%& Seattle, Wash 18 1103 105.0 


Cities 250,000-499,999 
Leng Beach, Cal. 0 1036 8.7 
Oakland, Cal 15 1023 974 

% Portland, Ore 17 109.0 103.8 


Cities 100,000-249,999 

® Berkeley, Cal ll 1056 1006 
Fresno, Cal 17? 103.8 9 

w Pasadena, Cal 10 1079 1028 


BUSINESS 
ACTIVITY i => 2 


ing Qual- 
FORECAST TSE asden 


% Sacramento, Cal 1561 159 

% San Jose, Cal \ A 1235 1é 
Spokane, Wash 1281 117 
Tacoma, Wash. 1034 


Cities 50,000-99,999 
W Bakersfield, Cal 4 1054 
w Riverside, Cai 15 1106 
San Bernardino, 
Cal. 13 (979 
%& Santa Ana. Cal 119.5 
® Santa Barbara, 
Cal 110.5 
Stockton, Cal 102.2 


Cities under 50,000 
*& Santa Rosa 
Cal 19/20 108.4 
& Ventura, Cal 1095 
& Eugene, Ore 115.2 
Salem, Ore 102.2 
Bellingham, Wash 104.2 
w& Everett, Wash 106.3 
Yakima, Wash 99 


% Honolulu, Hawaii 24 


Where Can You Make Such An 
“EXPANDING MARKET 


BONANZA BUY?" 


KMSO.-TV, Serving All Of 
WESTERN MONTANA is 


BIG in Coverage 
BIG in Programming 


BIG in Viewership 
4 out of every 10 TV Homes in the Far- 


Western Montena market view only KMSO-TV. 


1,000 =< 58 58,000 TV HOMES 


in 13 counties are delivered by KMSO-TV at «a 
ow cost/thousand of just $! 


NOT JUST | BUT 6 CITIES 


Butte, Anaconda, Missoula, Deer Lodge, Ham- 
itton, end Kalispell enjoy top programs on 


CBS-NBC-ABC 
18 VHF COMMUNITY BOOSTERS 


have been installed in Butte, Anaconds, Deer 
Lodge, Kalispell and many other communities 
to rebroadcast KMSO-TV programs. 


KMSO-TV 
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921 


With 190% MORE LISTENERS than the 
market's No. 2 station, WHS — with 5000 
watts—and a 24 hour schedule — is 
your best buy in Michigan's capitol city 
morket ... 


CONTACT VENARD, RINTOUL & McCONNEL, INC 


March 4, 1960 


BATON ROUGE 


is On The 


GROW! 


Your sales will be on the grow 
there, too. It’s Louisiana's fast- 
est growing market, second in 
size — first in buying power. 
Baton Rouge’s $6,455 effective 
buying income per household is 
away out front in Louisiana. It 
can mean more sales for you. 
The State-Times and Morning 
Advocate is the total selling 
medium im this tremendous mar- 
ket. 


“Seles Management Survey of Buying Power 


STATE-TIMES 


AND 
MORNING ADVOCATE 


Represented by the John Budd Company 


CANADA 


103.0 100.0 100.0000 100 


Alberta 


% Calgary 
% Edmonton 


105.5 1.4797 
104.7 1.7691 


British Columbia 


®& Vancouver _...... 8 
® Victoria 13 


100.8 3.3193 
102.0 .5237 


Manitoba 


& Winnipeg - 22 100.5 1.9669 


New Brunswick 
te Saint John __ 13 119.3 3383 


Nova Scotia 


Halifax 


Ontario 

%& Hamilton 119.1 1.8439 
% London . , 108.3 .8496 
te Ottawa 101.1 1.7926 
t Toronto 100.4 6.7372 
Windsor 108.6 .9242 


Quebec 
% Montreal 
%& Quebec 


100.2 7.5667 
102.1 1.1076 


Saskatchewan 
Regina 


Toronto 
Canada 


. .. a two billion dollar market 
in which 62.7% * of all daily 
newspaper readers read the 


TORONTO DAILY STAR 


80 King Street West, Toronto 


In the United States: 
Ward Griffith & Co. inc. 


*Grenean Research Survey 1958 


Markets to Watch 


FLORIDA: Nineteen of the 21 major 
categories in manufacturing as estab- 
lished by the U.S. Bureau of the 
Budget were represented by at least 
two new plants or major expansions in 
Florida during the first six months of 
1959. A total of 285 new plants were 
announced by the Florida Develop- 
ment Commission, and expansions 
totaled 51 during the period. An esti- 
mated 12,792 persons are expected to 
be added to payrolls. Lumber and 
wood products except furniture 
(S.1.C.24) headed the list with 48 new 
plants or expansions. Fabricated metal 
products (S.1.C.34) were second with 
34, and food and kindred products 
(S.1.C.20), third with 33. Electrical 
machinery (S.1.C.36), and stone, clay 
and glass products (S.1.C.32) tied for 
fourth place with 26 new plants each. 
Personal income was up 56% in the 
state between 1954-58. This compares 
with an increase of 24.9% for the 
U.S. as a whole during the same 
period. Florida personal income in 
1958 totaled $8.3 billion. Part of the 
change was a result of population in- 
crease from 3,469,000 to 4,442,000 
during the 4-year period. An increase 
of more than 22% in per capita in- 
come during the same period also 
contributed to the large rise in total 
income. The increase is reflected in 
the rise in retail sales to a total of $5.7 
billion in 1958—a rise of 41% since 
1954. The impact of Cape Canaveral 
is widely felt, as shown by the growth 
in Brevard County. In 1959 the 
Census showed a population of 24,- 
000 for the county, and 4,223 for the 
principal city of Melbourne. By 1956 
the county's population was up to 
44,700 and retail sales totaled $58 
million annually. In 1958 estimates 
gave the county 86,000 residents, and 
retail sales were estimated at $99 
million. The population of Melbourne 
was up to 14,800. Cape Canaveral 
itself and nearby Patrick Air Force 
Base put vast sums into Florida’s 
economy. The payroll at the two in- 
stallations is more than $150 million 
annually. Shipping facilities are also 
growing steadily for companies en- 


gaged in foreign trade. 


ARIZONA: Within a 5-year period its 
population has increased from 1,030,- 
000 to 1,275,000. In growth of per- 
sonal income, it ranks second nation- 
ally among the ten leading states. 


Sales Management 


Over the past ten years, personal in- 
come has increased from $857 million 
to $2.2 billion—a percentage rise of 
157%. Per capita income was $1,932 
for 1958, compared with $1,873 for 
1957, and $1,245 ten years ago. 
Arizona ranks second nationally 
among the ten leading states in rate 
of bank deposit growth, and second 
nationally in rate of life insurance 
growth. Annual retail sales have in- 
creased from $1.1 billion in 1954 to 
$1.6 billion in 1958. Add tourist ex- 
penditures: In ten years they have 
climbed from $90 million to $250 
million. Perhaps some would believe 
that Arizona is one of the last places 
to find any significant amount of 
manufacturing. However, this is the 
tail that has wagged the Arizona dog 
—s the postwar period. In 1940 
manufacturing volume (primarily con- 
sumer goods) was valued at less than 
$30 million; in 1946 it was only $86 
million. By 1957 volume had swelled 
to $460 million, and in 1958 it had 
jumped to $490 million. As of June 
1959, 260 new manufacturers had 
moved into the Phoenix area alone 
since March 1948. Total jobs were 
20,773; total annual payroll, $104 
million—based on $5,000 per year per 
person. Electronics is the magic word 
in Arizona’s current industrial de- 
velopment. This has been stimulated 
by the moving of the Army’s elec- 
tronic proving ground from New 
Jersey to Fort Huachuca in southern 
Arizona. In nearby Tucson, the 
Hughes Co. has become one of the 
nation’s most important plants in the 
field of guided missiles, etc. And 
Douglas Aircraft has operations in 
Tucson, as has Infilco and a number 
of other related enterprises. 


CHICAGO: Fast moving. Estimates 
predict Metropolitan Area population 
will total 8.4 million people by 1980. 
The estimate for 1960 is 3.9 million. 
An estimated $100.9 million will be 
spent on new homes and apartment 
buildings in 1960. Family income is 
now nearly 20% higher than U.S. 
average; retail sales $5.6 billion. St. 
Lawrence Seaway makes it a leading 
world port; 85% of the world’s ship- 
ping can now reach it. In terms of 
tonnage, an increase of at least six 
times can be expected to move through 
it in direct overseas trade within five 
years. 
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* COMPANY +. 
ING 


COMPANY 
| CELEBRATION” 


fr} NO OBLIGATION! 


W@RLD WIDE 


P. O. Box 813, Covington, Tenn. 


PRODUCT SALES MANAGER 


(Automotive Division) 


Challenging opportunity for man—30 to 35 
years—-with creditable miles management 
record in high-level selling, especially in 
marketing of automotive replacement parts 
The man selected for this position will be 
responsible for marketing of automotive, 
hardware and marine items through chain 
stores, mail order houses and distributors 
This is an excellent position with a well- 
financed “growth” company, located in 
Kansas City, Missouri. Salary: $8,000 to 
$9,000 plus rewarding bonus based on per- 
formance and profits. 

We represent this company on a profes- 
sional basis. There is no fee for placement 
Apply for this position by sending a com- 
plete resume: age, education, marital 
status, complete work history and recent 
photo (if readily available). airmail to: 


W. E. Hercher, Associated Personnel Tech- 
nicians, 118 S. Main Street, Wichita 2, 
Kansas. 


EXECUTIVE SHIFTS 


IN THE SALES WORLD 
MONT 8 me em 


Acco Products Division of Natser 
Corp. ... 

Jack L. Moore, secretary, assumes 
the additional duties of general sales 
manager. He has been with Acco since 
1950, actively connected with the sales 
department. 


Associated Mills, Inc. . 

Martin J. Toohill appointed general 
sales manager. For the previous 18 
years he had been a divisional sales 
manager of Zenith Radio Corp. 


DeWalt Division, American Machine 
& Foundry Co... . 

A. E. Richardson, Jr., named gen- 
eral sales manager. Since 1958 he has 
served in the same post with DeWalt 
Canada, Ltd 


Drexel Furniture Co. .. . 

Richard L. DeBell, formerly south 
eastern sales manager, promoted to 
general sales manager. Before joining 
Drexel in 1955, he had been with the 
Simmons Co. for nine years 


Hartford Machine Screw Co... . 

J. F. Miller, general sales manager 
since 1954, promoted to vice presi- 
dent, sales. Hartford is one of five 
divisions of Standard Screw Co 


K-G Equipment Co., Inc. . . . 

Lewis G. Steffenauer appointed 
sales manager. K-G is a division of 
Air Products, In 


Nashua Corp. . . . 

William H 
president, marketing. He joined the 
sales staff in 1934, and has since filled 
a number of positions 


Foster . elected vice 


Ozalid Division, General Aniline and 
Film Corp. .. . 

James A 
ager, marketing. He joined the divi- 


Travis appointed man- 


sion in 1939 as advertising manager, 
and has been general sales manager 


since 1957 


Pittsburgh Reflector Co. . . . 

Harold Siler, chief engineer, ap 
pointed vice president in charge of 
sales. He has been with the company 
for 20 years 


Smith-Corona Marchant, Inc. . . . 
John H 


manager of communications systems 


Adams appointed sales 


for the Data Processing Systems Di 
vision. Previously he had been sales 
manager, Rola Co. Div. of the Muter 
Co 


Zenith Radio Corp. . . . 

Frederick J. Artz named sales man 
ager for special instruments of the 
Hearing Aid Division. He 
Zenith in 1957 


joined 


All states. All counties outlined and numbered. 
Counties and principal cities alphabetically 
listed with county numbers. All Lefax maps 
fold to 6%" x 3%". Price per pack of 10 
same state, 2c. Complete assortment includin 
| of each state coces WE 


Postpaid if cash with order. Money back if not 
satisfied. Minimum order accepted §/.00. 


Lefax Publishers: 9 & Sansom St., Phila. 7, Pa. 


Sound Off... 

Much of Sales Management's 
editorial planning is ignited 
by subscribers themselves, 
through their letters-to-the- 
editors. We welcome not only 
your reaction to SM articles, 
but invite you to tell us what 
subjects you'd like to see us 
tackle. 
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1. 
2. 
3. 


For this free service, simply write: 


i a ERI 


March 4, 1960 


A FREE SERVICE 
For Meeting and Exhibit Planners 


It's no longer a painful task to find just the right site for your large or smal! meeting, 
traveling show or special convention. Just write down these facts: 


4. Preferred areas or cities 
S. Hotel and exhibit facilities you require 


All you have to do is to send these facts to Meeting-Site Service (a division of 
SALES MEETINGS’ Research Department). Without charge, a check will be made on 
the availability of the facilities you seek and recommendations will be made. With 
the list of possible sites, you will receive color brochures to help you make a decision. 


MEETING-SITE SERVICE 
Sales Meetings Magazine 
1212 Chestnut Street, Philadelphia 7, Pa. 


Another service: We'll be happy to recommend organizations qualified to assist you 
with any services or products you require in conjunction with your meeting or show. 


Prints, 

Agency: Paul aalinn Advertising 
Aero Mayflower Transit 

Agency: Caldwell, Larki 

Riper, inc 
Altoona Mirror 
Aliied Von Lines, inc , 

Agency: Campbell. Mithun, Inc 
American Chain of Warehouses, Inc. 

Agency: Duffy & Associates, Inc. 
American 


Credit indemnity Company 
Agency: VanSant Dugdale & Company, inc. 


American Home 
Agency: Batten, Barton, Durstine & 
Osborn, inc. 


American Map Company 


ee \ sand & Telegraph Company 


Agency: N. 4 Ayer & Son, Inc 
Associctes Business Publications 
Agency: Van Brunt & Company 


Block & 


Decker . 
Agency VenSent Dugdale & Company, inc 


C8S-TV Spot Soles .... 

Comera s (COC Industricl) 
Agency irect Promotion 

Cotholic Management Journal 
Agency: Bernard J. Hahn & Associ ates 


Celanese Corp. of America ..... 
Agency: Ellington & Company inc 
Chevrole? Motor Division 
General Motors 
Agency Campbell-Ewald Company 
Chicago Tribure 
Agency: Foote, Cone & Belding 
4. &. Clerk Company 
Agency: Howard H. Monk & 
Associates, inc. 


Agency: Joseph Guillozet Company 


Columbes Dispetcs . 

Agency: Wheeler Kight & Gainery Inc 
Container . of America 

Agency: N . Ayer & Son, inc. 
Custom 


Agency: Pixley Advertising, Inc 


Devenport 
A 
Advertising Company 


iaeney aoe & Cairns, inc 


Fr. Ww. Corp. 
Agency: G. M. Basford Company 


E. |. duPont de Nemours & Co. linc.) .... 


Agency: Batten, Barton, Durstine & 
Osborn, inc. 


Eastman Kodot Conpary (Audio-Visual) .. 
ul 


Agency: The Rumrili Company Inc. 


First Three Markets Geeep . 
Agency: Goold & Tierney inc. 


Agency: Ellington & Company inc 


Ster & News 
Agency: Caldwell, Larkin & Sidener-Van 
Riper, inc. 
Industrial Equipment News 
Agency: Feely Advertising Agency, Inc. 
KMSO-TV (Missoula, Mont.) 
Agency: Westmont Advertisin gAgency 


ADVERTISERS’ INDEX 


Te lates bs crevided os en odd 
The publisher doe 
errors or omissions. 


7 
“patie by Fe cat oe ee 
ADVERTISING SALES 


VICE PRESIDENT, SALES 
Randy Brown 


DIRECTOR OF SALES 
PROMOTION 
Philip L. Patterson 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


1 9 HH RG AS 5 ane 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghoan, Elliot Hague 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, $Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomas S. Turner, Robert T. 
Coughlin, 333 N. Michigan 
Ave., Chicago 1, Iil., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Senta Barbora, Calif., WOod- 
land 2-3612, Pacific Coast Man- 
ager: Northern California, 
Washington and Oregon, M. A. 
Kimball Co., 2550 Beverly 
Boulevard, Los Angeles 57, Cal., 
DUnkirk 8-6178; or 681 Market 
St., San Francisco 5, Cal., 
Exbrook 2-3365. 


Wional 
not atsume any ihability, 2 


Agency: H. Lesseraux Advertising 
Lemerge Mailing Service Company 
Agency: Tilden Advertising Associates 


McCall's Magazine 
Agency: Grey Advertising Agency, 


McGraw-Hill Publ Company 
Agency: Fuller & Smith & Ross im 


Joshua Meier 


Receré-Joerecl , 
Agency: Gordon Schonfarber & 
Associates, inc. 
Minneapolis Stor & Tribune ... ? 
Agency: ae, Barton, Durstine a 
Osborn, 


Agency: Morris Timbes Advertising Agency 


Nation's Business 
Agency: Van Brunt & Company 
New London Day 
Agency: Gordon’ Schonfarber & 
Associates, Inc. 


Agency: L. E. McGivena & Company, Inc. 
New York Times 
Agency: Douglas Simon Advertising Agency 


gency: , Kurnit & Geller 
Advertising 


Times 
Agency: Gordon Schonfarber & 
Associates, Inc. 
Edward Petry & 
Agency: The Wesley 


& Gazette 
& Thomp 


3rd Cover 

Agency: Frederick er Advertising 
Portiond (Me.) Press-Herald Express .... 118 
Agency: J. M. Bochner Advertising 


RCA Custom Record Sales 
Agency: Grey Advertising Agency 
Railway Express y 
Agency: Benton & Bowles, Inc. 
Rome (N.Y.) Sentinel 


St. Poul Dispatch 
Agency: E. T. Holmgren, Inc. 
Soles Meetings 
San Diego Union & Tribune 
Agency: Barnes Chase Advertising 
Saturday Evening Post 
Agency: Batten, Barton, Durstine & 
Osborn, inc. 
Scot Ties Ltd. 
Agency: Gerald H. Keller Advertising 
teinman Stations (WGAL-TV) 
Agency: John Gilbert Craig Advertising 
Suburbia Today 


Agency: 2 N. Hudson Advertising 
Today's Sec 

Agency: Fairfax Advertising Agency 
T 

Agency: Harry Sturges & Associates 
Toledo 

Agency: Blaco Advertising Agency 
Torente Star 

Agency: MacLaren Advertising, itd. 
Tulsa World-Tribune 


Agency: N. W. Ayer & Son, Ins. 
U. S. Industrial Chemicals 
Agency: G. M. Basford Company 


WETW (Florence, S$. C.) 

Agency: Henry J. ee & Associates 
WHEE (Moline-Rock | 

Agency: Clem T. a ~~ Fen 
WILS (Lansing, 

Agency: i Advertising 
Well St. Journal 

Agency: Martin K. Speckter 

& Associates 


Weekend 
Agency: Stevenson & Scott Ltd. 

Wheaton Van Lines, Inc. 
Agency: Poorman Butler & 
Associates, Inc. 

Woonsocket Call 

Agency: Gordon Schonfarber & 
Associates, Inc. 

World Wide 
Agency: Merrill Kremer, Inc. 


Young & Rubicam, Inc. 


Sales Management March 4, 1960 


wg CALL REPORT 
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Scratch My Back 


SM’s publisher recently ran 
into an ad. manager friend who 
told him how much he, the 
a.m., enjoys reading Sales Man- 
agement. “Oh, do you have a 
subscription?” fenced the pub- 
lisher. 

“No,” replied the adman, a 
sly grin wreathing his counten- 
ance. “But I have a friend who 
does. We make a monthly swop. 
He brings me his Sales Manage- 
ment and I give him my Play- 
boy!” 


oS 


No Biz Like Banking 


Banking, once considered a 
crusty, unyielding affair, liter- 
ally is going to the dogs. 

No less a personage says so 
than Edwin H. Mosler, Jr., 
president of Mosler Safe Co., 
which makes equipment for 
drive-in banking operations. As 
a case in point he gives you the 
Alexandria National Bank, Alex- 
andria, Va. Recently that insti- 
tution’s executive v-p, E. Guy 
Ridgely, informed Mr. M. that 
the day is fast approaching 
when Mosler will have to in- 
clude automatic puppy biscuit 
dispensers with its equipment. 
The bank has been passing out 
lollypops to small fry passengers 
in customers’ cars. In such cases 
there generally is a dog as well. 
An alert teller verified the sus- 
picion that a lot of lollypops 
were being licked by two 
tongues, only one human. In 
desperation, the bank took to 
handing out puppy bicuits, too. 

Now customers’ dogs, says 
Ridgely, have the audacity to 
bark whenever they pass the 
bank. And some _ intimidated 
customers haul up before the 
drive-in window and shame- 
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lessly demand a dog cooky to 
quite Rollo. 

The situation, insists Ridgely, 
is getting out of hand. 


Another Doggy Story 


“We manufacture for the 
average dog—the dog-on-the- 
street, you might say.” 

Herb Apfelbaum of Philadel- 
phia speaking. Mr. A. is a manu- 
facturer of ladies’ outerwear. 
But his canine coats are, if you'll 
pardon the expression, the tail 
that’s wagging the dog at his 
shop. About a year ago he made 
a coat for a sick dog of a good 
friend. “The first coat,” he says, 
stooping to a dreadful pun, 
“was a howling success.” Word 
got around. Now he has more 
orders for dogs’ coats than he 
can make from remnants around 
the shop. In less than a year his 
doggie coats are a million-dollar 
business! 

The coats have matching 
jackets, are fashioned in the 
styles and colors of outer gar- 
ments worn by people who ac- 
company dogs on their consti- 
tutionals. 


Catch "Em Young 


Advertisers used to be per- 
fectly content to wait until the 
prospective customer was old 
enough to get his working 
papers. Then along came the 
Teen-Age Market with ensuing 
agonizing reappraisals. The end 
is not yet in sight: Recently The 
New York Times reported a 
thriving business in $1,800 mink 
coats for three-year-olds. And 
christening gowns, at $1,000 
each, says the same source, are 
very, very big. 

One of our correspondents, 
who caught the item, suggests 
that coming up next will prob- 
ably be the Gleam in the Eye 
Market. 


Bits and Pieces 


¢ Insomnia got you? For people 
like you there’s a.recording of 
rain at $3.00. Or you can get 
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it on tape for the same price. 
Each offers light rain for people 
who go for April showers, or 
heavy rain for those who need a 
tropical downpour to rock them 
off. 

e If Charles O'Loughlin comes 
to your house don’t offer him 
coffee. He's chief tester for 
General Foods’ Sanka. Fellow 
samples 300 cups a day, not in 
cluding his coffee breaks. 

e The first musical outdoor bul- 
letin in this country began 
blaring forth recently in Syra- 
cuse, N.Y. The setup looks like 
a regulation outdoor advertising 
board, but background music is 
piped into an amplifier behind 
the bulletin, over the Muzak 
circuit. Theory; What the eyes 
might miss the ears are bound 
to pick up. 


For the Young in Heart 
and Old in Purse 


Got $14,000 you don’t know 
what to do with? Why not rent 
Disneyland? That landmark, 
which threatens to make Yellow- 
stone National Park look like 
a Johnny-come-lately, recently 
announced that a rental plan 
has been inaugurated, as an 
entertainment feature in con- 
nection with dealer meetings, 
trade shows, conventions, etc. 
E. D. Ettinger, director of 
public relations, tells us that 
the price includes use of Holi- 
dayland from 5:00 p.m. to 7:30 
and exclusive use of all Disney- 
land rides and attractions all 
evening. 

Catch: The “Special Party” 
arrangement is not available 
during the summer months and 
on holidays. It’s Disneyland’s 
answer to its Summer Slump 
which occurs in winter. 


BACKED BY JOHN ?PLAIN’S 


FAMOUS, MONEY-SAVING 
PROMOTIONAL ALLOWANCE PLAN 


SEND FOR YOUR COPY TODAY! 


JUST OFF 
THE PRESS! 
KING SIZE—11x 14 


72 MULTI-COLOR PAGES 
OVER 1900 PRIZES. 


Premium and Incentive Division 
JOHN PLAIN & COMPANY 
444 West Washington Street, Chicago 6 


Please send me a sample copy of the new John Plain Prize Book 
and details on your money-saving Promotional Allowance Plan 


Firm — 


Address___ . —————— 
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Attention of —————_ ll 
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More readers......more advertising- 


THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells nearly 900,000 copies daily, 
nearly 1,200,000 on Sundays—over one and a 
half times the circulation of any other Chicago 
paper. It is read by more families in Chicago 
and suburbs than the top 5 national weekly mag- 
azines combined. More than 6 times as many 


Chicagoans turn its pages as turn on the average 


evening TV show! Advertisers spent over 
$71,000,000 in the Tribune last year— more than 
in all the other Chicago papers put together. The 
Tribune’s advertising results are unmatched. It 
out-pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 

which is uniquely the Tribune’s in Chicago! 
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